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Was the bona-fide circulation of 


The Indianapolis Star 


on Saturday, March 17, and every one of these papers 
was on the breakfast table in the home of the sub- 
scriber on the morning of issue—if not ‘actually on the 
table, it was at least on the premises. 


What Other Newspaper in The 
United States 


having a circulation of equal volume, can or does give 
the same service to its readers and, through them, its 
advertisers P In addition to reaching nearly 80 per cent 
of the newspaper readers in Indianapolis, The Star 
covers over twenty-five other towns of prominence in 
Indiana with a circulation of from 500 to 2,500. 

If these claims are true, the service is worth buy- 
ing, and there is a way to find out. 

The Muncie Star, with 27,000 circulation, and The 
Terre Haute Star, with 20,000 circulation, make up 
the Three Star League that covers Indiana. 


GENERAL OFFICES OF THE STAR LEAGUE 
Star Building, Indianapolis, Ind. 








C. J. BILLSON, Tribune Bldg., N. Y. City, Eastern Rep. 
JOHN GLASS, Boyce Bldg., Chicago, Western Rep. 
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4-PAGE INSETS 


IN THE 


BUTTERICK TRIO 


“We would believe more than we do in 
the wisdom of using such magazine space 
instead of in the daily newspapers IF 
WE SAW the same plan re-adopted by 
the Jap-a-lac concern THIS VEAR.”— 
The National Advertiser, Feb. 17, 1906. 


Jan. 6th, 1906, the Glidden Varnish Company, makers of 
Jap-a-lac, sent to the Butterick Publishing Company a regular 
order for a renewal of their 4-page full-color inset on Jap a-lac. 
@ This second inset will appear in the May issues of the 
Butterick Trio—The Delineator, Designer and New Idea 
Woman’s Magazine—at a cost of $18,000.00, $3,000.00 
more than the amount paid for the previous insertion. 
@| Seemingly, nothing more need be said of the wisdom of 
using 4-page insets in the Butterick Trio, considering such adver- 
tising itself, or as compared with any other form of publicity. 
| This announcement would have been made before this, 
had it been thought an item of news, necessary to the adver- 
tising world. But the wisdom of using large space in high 
class magazines of enormous National circulation seemed to 
me too well-known to need either specific proofs or elaborate 


exposition, RALPH TILTON 


Manager of Advertising 
Butterick Building, New York 


W. H. BLACK 


Western Advertising Manager 
Chicago, Illinois 
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LONDON LETTER. 


“PUNCH” DROPS THE PILOT. 

The interesting feature of the 
latter end of February to news- 
paper London was the announce- 
ment of the resignation of Sir 
Francis C. Burnand, the editor of 
Punch, By this resignation, Sir 
Francis terminated a connection 
with the greatest of all humorous 
weeklies extending over 44 years. 
Burnand was not editor of Punch 
through the whole of that period; 
he succeeded Mark Lemon in the 
chair some twenty-five years ago. 
During his editorship Punch 
riveted its hold on the national 
taste. The retiring editor carries 
with him the personal affection of 
the English speaking people who 
will learn with pleasure that relief 
from the routine of editorial work 
promises a renewed activity of his 
prolific and amusing pen. He is 
succeeded in the editorial chair of 
Punch by Mr. Owen Seaman, who 
joined the staff in 1897, and has 
a great; reputation as a parodist 
in verse—his “Battle of the Bags” 
being the best known of his pub- 
lications. Punch still maintains 
its weekly house dinners and a 
high price as an advertising me- 
dium. As an organ for general 
publicity it cannot be called pop- 
ular but it carries a fair share of 
advertising propositions of the 
highest class who find its appeal 
to a special public invaluable. 


THE THEATER AND THE BOOT TRADE. 

A novel incident happened on us 
in February. That rather clever 
comedian, Mr. James Welch, 
known on both sides of the Atlan- 
tic, has gone into management on 
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his own account, taking Terry’s 
Theater in the Strand, a play- 
house which belongs to Edward 
Terry and has interesting asso- 
ciations. Mr. Welch’s initial ef- 
fort was the production of a 
comedy “The Heroic Stubbs,” by 
Henry Arthur Jones, The heroic 
Stubbs is, without going into the 
play deeply, a boot retailer and 
part of the dramatic action takes 
place in the boot store. I do not 
intend to recount the form of 
heroism for which Stubbs, the 
bootman, goes in. Suffice it, that 
in the action of the play, some of 
the characters talk things about 
bootshop people generally, and the 
critics and other people who write 
about plays weighed in with con- 
tributions stating that the words 
“What is the good of being vir- 
tuous in a shop’—were offensive 
to the shop hands, as a class, en- 
gaged in the trade. Even the boot 
and shoe trade journals joined in 
the hue and cry and gave grave 
theatrical criticisms on the play 
with due reference to the phrase 
that might be construed into an 
attack on the shop workers in 
their trade. Finally, Mr. Welch 
devoted a matinee to the matter 
and invited all the show-room 
girls, in London, to a special rep- 
resentation of the play. There 
was a huge audience, the phrase 
was passed as not too offensive, 
and the matinee would have some 
advertising value as it was freely 
noticed in the press. 

FREE SEATS AS ADVERTISING. 

Personally, I question whether 
filling a house with deadheads is 
good advertising from the theatri- 
cal point of view. Every man 
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who goes into a theater free is a 
possible customer who might have 
got his hand down for a seat, and 
to stuff a theater full of folk who 
have gone in on their faces is a 
sign of weakness. There have 
been occasions when it has come 
off. I don’t suppose that Mr. 
Welch found it had any appreci- 
able result on the bookings, and 
it did not pull business when Miss 
Olga Nethersole tried the same 
idea, last year, with John Oliver 
Hobbs’ new play at the Adelphi. 
If you remember, the critics cut 
up the lady badly on the first 
night, so that the management, 
egged on by a newspaper, adver- 
tised a special free night with a 
view to taking a poll. The free 
seaters gave a poll in favor of the 
play but it pleased not the paying 
million, and had to come off with- 
out paying anything to the cost 
of production. Last year, Mr. 
Arthur Collins gave a matinee at 
Drury Lane to the clergy who 
witnessed “The Prodigal Son’— 
the autumn production. The idea 
was an excellent one; i. e., the 
possibility of setting the clergy to 
preach about the play and so en- 
sure a certain amount of adver- 
tising from the pulpit. It did not 
come off, however,—the clergy did 
not bite a bit and the net adver- 
tising result in the form of a pul. 
pit allusion was next to nothing. 
A PREMIER WHO BOOMED A PLAY. 

Speaking of extraneous theatri- 
cal advertising reminds me of the 
rage of a few years back—“The 
Sign of the Cross.” If ever an 
actor-manager had luck with a 
play, Mr. Wilson Barrett had it 
with “The Sign of the Cross.” Mr, 
Gladstone saw it at Chester and 
wrote a glowing paragraph. At 
that time Mr. Gladstone was the 
fashion, and the last word in pub- 
lic morals to the Liberal Party 
which is essentially composed of 
Noncomformists. The result was 
surprising. The play became the 
fashionable text for pulpits; 


wherever the company played the 
clergy attended and gave it a pul- 
pit benediction afterwards; on 





Sunday, the church services were 
officially “patronized” by the 
actors of the company, who were 
regarded as instruments of a new 
missionary spirit; and finally the 
air “Shepherd of Souls,” a por- 
tion of incidental music to the 
drama, became the most popular 
voluntary in the chapels. Natur- 
ally, it had one effect—a public 
that is never seen in a theater 
went, as one man or woman, to 
see “The Sign of the Cross” and, 
this with the ordinary theater- 
going public, made the play a 
gold mine while its popularity 
lasted. It is not often a play gets 
an advertising boom which puts 
it on the side of the angels, but 
when it does the heart of the 
actor-manager waxeth exceeding 
glad. 
THE RAILWAYS AND PUBLICITY. 


Just at present the railways 
begin to show renewed activity, 
though it cannot be said that the 
British railways carry advertising 
to the length that it is. taken in 
America. It is not many years 
since the British railways con- 
fined themselves to a conservative 
announcement of times and fares 
in the press and on the hoardings. 
In altering this moribund state of 
things the Great Central,—the 
youngest big system in England— 
and the Great Western, have done 
useful pioneer service. Now, 
British railway advertising is 
much more in accordance with 
modern methods, and sometimes it 
nearly gets interesting. The ad- 
vertising of railways as it is done 
in America is scarcely known here. 
Perhaps the chief reason is that 
competition is not so keen and 
each: company has its own special 
field, holding something like a 
monopoly over certain areas. With 
a combination of two of the 
greatest systems—the London & 
North Western and the Midland— 
for the sake of cutting out un- 
necessary competition and redu- 
cing expenses, competition will be 
still further reduced. There is, 
generally speaking, a wholesome 
tendency amongst the railways to 

(Continued on page 6.) 
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The absolute essential in a salesman is that 
he shall possess salesmanship. It is an intangible 
thing—but you can always tell if he has it—by 
his order sheets. 

A salesman may be an Apollo, a Beau Brum- 
mel and a George Washington all in one, but if 
he lacks salesmanship, he 1s a liability, not an 
asset. 

The Saturpay Evenine Post has salesman- 
ship. The order sheets, yes and the bank bal- 
ances of hundreds of keen advertisers say so. 
The Saturpay Evenine Post is clean, strong, 
interesting and admired, but above all (from the 
advertiser’s point of view), it has salesmanship. 
** 750,000 each week.” 


THE CURTIS PUBLISHING COMPANY 
PHILADELPHIA 


NEW YORK 





CHICAGO 





BOSTON 





BUFFALO 
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study the needs of the public and 
to tell them about things, in ad- 
vertisements. But you would 
never accuse an English Railway 
Company of having smart adver- 
tising notions. 

- AN ELECTION RESULT. 


It is an ill wind that blows no- 
body good. If anything came out 
of the election well it was the 
Clarion, which has put on 14,000 
copies per week, since the new 
Government came into being, 
bringing the total to 70,000 week- 
jy. The Clarion is socialistic in its 
ideals with a strong leaning to the 
interests of labor as represented 
by Trade Unions. With the un- 
expected return of twenty-nine 
Labor members to the House of 
Commons—a stunning blow to the 
more conservative forces in poli- 
tics—students of political  move- 
ments have instinctively turned to 
the Clarion to see what this 
strange new party, so far as our 
politics is concerned, is like. Run- 
ning a socialistic paper in England 
is a bitter business, and under 
normal conditions it would take 
a good year’s effort to put 5,000 a 
week on the circulation of a paper 
of Clarion color, so that the men 
of the paper are naturally chort- 
ling a hymn of praise because the 
problem has ‘been made easy with- 
out effort. The Clarion, by the 
way, publishes a circulation cer- 
tificate weekly and guarantees the 
figures to all advertisers. 


* * * 
A YANKEE AGENT, 


Mr. Paul E. Derrick is’ making 
his presence strongly felt in Eng- 
lish advertising circles. Mr. 
Derrick has the confidence of an 
advertising enthusiast in the merit 
of publicity and is not afraid to 
take his own medicine. Thus we 
have page after page in the trade 
press telling us of the merit of 
the Derrick services, in mighty 
convincing talk. So far, Mr. Der- 
rick has handled a good bit of 
American advertising, and just at 
present is featuring Heinz special- 
ties. The aggressive feature of 


this campaign is a strong volume 
of publicity in the congested 
manufacturing districts, pushing 
Heinz Baked Beans, with tomato 
sauce, aS an easily prepared noon 
meal for factory and mill opera- 
tives. The advertising is very 
convincing and is backed, in one 
case, we noticed, particularly, by 
strong illustrations. Spaces used 
vary from half of four newspaper 
columns. This looks like being 4 
strong advertising campaign, 
though whether it will break down 
the prejudice of English people to 
prepared foods remains to be seen, 
A year or two back we had a big 
campaign in breakfast foods but 
they didn’t amount to much in the 
real life of the people. Grape 
nuts seem to have made good and 
they are still plugging at publicity 
with “reason-why” copy. Force 
seems to us now only a memory of 
Sunny Jim. The Britisher got to 
know his Sunny Jim very well but 
I don’t think he takes the food in 
any great quantities. Partially 
digested cereals are nothing in the 
British way, and bacon and eggs 
form possibly the soundest break- 
fast proposition for the average 
man. We may be wrong but it 
is our way. Meanwhile there is 
strength about the Derrick adver- 
tising of Heinz Baked Beans and 
an appetizing atmosphere. We 
look forward to see the specialty 
make good. 
* * * 


EXIT THE GIBSON GIRL. 


Mostly we, over here, read of 
Dana Gibson’s withdrawal from 
the black and white world in New 
York without a sigh, Frankly, 
London has had too much of the 
Gibson Girl. We have had her 
on the stage, in the law courts, in 
society, in the restaurant and on 
the picture postcard. Just lately 
we have had the Gibson Girl run- 
ning into our advertising. Noth- 
ing ever sent us by America ever 
caught on worse—that is to say, 
better—than the Gibson Girl, un- 
less it was the coon song and 
dance. This month (February) 
the law courts were occupied 
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settling whether a Gibson Girl 
was an actress or merely a chorus 
girl. It is still a moot point. 


BOVRIL FINANCE. 

Bovril, the most famous of all 
the advertised specialties in Eng- 
land, with the exception perhaps 
of Beecham’s Pills and Pears Soap, 
published its annual report at the 
ninth annual meeting, held in 
February. Viscount Duncannon 
presiding. The report showed 
record sales in the home trade and 
a larger profit on their business. 
The gross profit in trading was 
£337,375, being an increase of £7,- 
800. The directors were able to 
pay a dividend of 5% per cent on 
the preference shares, 7 per cent 
on the ordinary shares, 4 per cent 
on the deferred shares, adding 
£20,000 to reserve, which now 
stands at £165,000 and carrying 
forward £14,021. Bovril, I may 
add, during the last ten years, has 
been so extensively advertised 
that it has added another word to 
the English language. Bovril is 
now a synonymous term for meat 
extract in Britain. The adver- 
tising of Bovril has for many 
years been in the hands of Mr. 
S. H. Benson, who handles some 
of the biggest advertising here and 
conducted the “Force” campaign. 
Bovril advertising during Febru- 
ary was very smart—rhymes sim- 
ilar in construction to the nursery 
history of Cock Robin being used, 
coupled with strong illustration. 
“Who said Bovril?” “I’ said the 
miner, “nothing could be finer—I 
said Bovril.” The rhyme in each 
case covers a trade or profession 
and is strikingly displayed. 

* * * 


999 


“TRUTH’S” CAUTIONARY LIST. 

The February 22d edition of 
Truth contains its annual caution- 
ary list, Truth, as its name implies, 
devotes its pages to exposing hum- 
bugs, quacks and charlatans in 
every branch of activity. It is a 
lively weekly run by Mr. La- 
bouchere, who has lately retired 
from Parlimentary life, after sit- 
ting for Northampton and posing 


PRINTERS’ INK, 7 


as the cynic of the House of 
Commons for a generation. The 
present cautionary list, is made up 
of the firms named from week to 
week, in the pages of Truth. 
Amongst proprietary articles, 43 
different ones are named, and of 
this number 12 may be called of 
American origin or actual loca- 
tion. Some of the best known, be- 
cause most widely advertised, 
remedies appear in the pillory. 
‘Lie list of proprietary articles 
does not exhaust Truth. There 
are sixteen closely printed col- 
umns of the list which includes 
religious and philanthropic bogus 
societies, begging letter writers, 
home employment swindles, regis- 
tration offices and _ emigration 
agencies, medical quacks, trading 
concerns of a doubtful character, 
miscellaneous practitioners, (a 
very odd list) non-proprietary 
swindles, betting agents, tipsters 
and system-mongers, and money 
lenders and their touts—all of 
whom push business by some form 
of advertising. 
— 





Taking into consider- 
ation the number of 
copies sold, the char- 
acter of the circula- 
tion and the price 
charged for advertis- 
ing, THE CHICAGO 
RECORD - HERALD 
is the best advertis- 
ing medium in the 
United States. It is the 
only morning paper 
in Chicago that tells its 
circulation every day. 
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This Offer Expires 
A pril 25 


Rowell’s American 
Newspaper Directory 


for 1906 will be ready for delivery the 
latter part of May. Thesubscription 
price of the book is Ten Dollars net 
cash. Persons desiring to register a 
subscription, and willing to send 
check with order mow, may havea 
discount of ten per cent from the 
above price, making the net price 


Nine Dollars 


and to these in-advance-paid sub- 
scribers a copy of the very first lot 
received from the binders shall be 
sent carriage paid. If interested, 
send order and check to 








The Printers’ Ink Publishing Company, 
Publishers of Rowell’s American News- 
paper Directory, 10 Spruce Street (up- 
stairs), New York City. 


March 28, 1906. 
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Its The Standard 
Everywhere 
























It Directs 
Millions of Dollars 
ofAmerican Advertising 
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THE DAILY PAPERS OF 
MONTREAL. 








Canada’s metropolis has eight 
daily papers—four in English and 
four in the French language. In 
Printers’ INK for January 31, 
1906, appeared an extensive de- 
scription of the Montreal Star, so 
impressive in its comparisons of 
this paper’s circulation with the 
city’s population that a reader un- 
familiar with Montreal might have 
inferred that the Star is the whole 
thing in its community. As a 
medium of widespread circulation 
it is. But Montreal has several 
other dailies that are likely to 
prove useful to advertisers for 
certain purposes. 

The oldest newspaper in the 
city, if not the oldest in Canada, 
is the Montreal Gazette. It has 
the distinction of being the only 
morning paper in English in the 
city, and is stil! further note- 
worthy for the fact that Benjamin 
Franklin assisted in its establish- 
ment in 1778. At the outbreak of 
the American Revolution Canada 
had a population of only 75,000, 
chiefly French. Benjamin Frank- 
lin was appointed one of a com- 
mission of three, with Samuel 
Chase and Rev. Charles Carroll, 
to go to Canada and enlist sym- 
pathy with the Americans. No 
newspaper was then published in 
the colony, and as it was thought 
that a journal would help in the 
movement, Franklin took along a 
printing press, an outfit of type 
and a French printer named 
Fleury Mesplet. The encourage- 
ment received was not strong, so 
the commissioners soon returned 
to the United States. But Fleury 
Mesplet remained, with the print- 
ing outfit, and in June, 1778, the 
Gazette du Commerce et Litter- 
aire pour la Ville & District de 
Montreal appeared in French, a 
small four-page weekly sheet 
largely given up to anecdotes and 
literary gossip, loyal to the 
British, but avoiding political sub- 
jects. The second ‘issue had some 
advertisements, and Mesplet got 
along very well until 1779, when 
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he stopped philosophizing about 
Voltaire and took to discussing 
politics. Then he got into prison, 
and the paper ceased until 1785, 
when it appeared again, this time 
in two languages. The long tail 
was dropped off ‘its name, and it 
gradually assumed importance, 
eventually appearing in English. 
The Gazette was the first daily 
paper in Canada, and has always 
been rather proud of the part that 
Franklin had in its origin—the 
original printing press and type 
are still shown in the historic 
Chateau de Ramezay, which was 
Mesplet’s first publication office. 
To-day the Gazette probably has 
less than 10,000 circulation— 
Rowell’s American Newspaper 
Directory credits it with “exceed- 
ing 7,500.” The Gazette is al- 
most wholly commercial and fi- 
nancial in character, seems to 
reach the business community, 
carries a good showing of com- 
mercial and financial advertising, 
and also has some general busi- 
ness. Publishing eight to twelve 
pages daily, with no Sunday edi- 
tion, it is evidently prosperous in 
its limited field, and would prob- 
ably be indispensable to any ad- 
vertiser wishing to lay a propo- 
sition before the influential men 
of its city. 

The two other English dailies 
of Montreal are both published in 
the afternoon. One, the Witness, 
is an old-fashioned sheet dating 
from 1845 with perhaps not more 
than 15,000 circulation, perhaps 
not even so much. Its character 
is shown by the fact that it ac- 
cepts no liquor or tobacco adver- 
tising, said to be and is valued by 
persons of religious tendencies, 
and especially women. If there 
is a bookish element in Montreal, 
the Witness probably reaches a 
good proportion of it. A local 
advertising man states that he 
met the publisher of the Witness 
one day and the latter seemed, at 
the moment, to be a trifle weary 
of well-doing. “Advertising is 
awfully scarce,” he said; “there’s 
that whiskey ad all the other pa- 
pers are running, but I can’t touch 
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it, and the cigarette advertising, 
we can’t take that, and I’ve just 
been to see about some a:nusement 
advertising that we can’t _take 
either because a dance was held in 
the hall two years ago. Do you 
know, sometimes I think that even 
people who drink and smoke get 
along better than I do?” On 
another occasion, it is said, after 
securing a contract for Peruna 
advertising, the Witness barred it 
from its columns on learning that 
this remedy contained alcohol. If 
there is one word to describe the 
Montreal Witness, it is prim. 

The Evening Herald, a one-cent 
paper like its competitors, is cred- 
ited with a daily average of 23,850 
for 1904 in Rowell’s American 
Newspaper Directory. It has 
been published daily since 1808, is 
a thoroughly good newspaper 
whose circulation is general rather 
than confined to any special class, 
and may easily be placed second 
to the Star in local, retail and 
classified advertising—in fact, the 
Evening Herald appears to be the 
only «competitor the Star has. 
Statements to Rowell’s Directory 
for the years 1902 to 1904 would 
lead one to believe that its circu- 
lation is growing, notyby leaps and 
bounds, but at a comfortable rate. 
The Herald also publishes a week- 
ly edition which had an average 
circulation of 18,836 copies per is- 
sue in 1904. 

Of the four French papers in 
Montreal the leader, of course, is 
La Presse, with the largest circu- 
lation in Canada. Its daily aver- 
age for 1904 was 80,250, and its 
weekly edition was credited with 
30,642 for 19003. La Presse is re- 


. garded as the most influential 


newspaper in Canada politically, 
for although the French-Can- 
adians are a minority there, their 
solid vote enables them to control 
much of the legislation. La 
Presse is so important to the in- 
tegrity of this French-Canadian 
vote that last year a syndicate of 
Montreal capitalists, English in 
their sympathies, was formed to 
purchase it from M. Berthuiame, 
the founder, who since 1884 had 
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built La Presse up from practical- 
ly nothing. This syndicate suc- 
ceeded in getting control of the 
property, paying M. Berthuiame 
something like $750,000 for his in- 
terest, according to report, but 
when it attempted to swing the 
political influence of the paper 
was unable to do so. There are 
various stories and rumors in con- 
nection with the transfer, which 
made a sensation among Canadian 
publishers, but none of them seein 
based entirely on facts. It is 
certain, however, that La Presse 
is now published by a company 
called La Compagnie de Publica- 
tion de La Presse, Ltd., of which 
the president and manager is M. 
Godin, editor of the paper. M. 
Godin, it is believed, defeated the 
purpose of changing its political 
policy. These facts and rumors 
indicate how important is La 
Presse in the advertising situation 
of Quebec province, where the 
French population is to be reach- 
ed. Those familiar with condi- 
tions in Canada say that La Presse 
has 30,000 or more circulation 
among the French-Canadians who 
live in New England. During the 
recent political campaign in Mass- 
achusetts this paper was thought 
so important in reaching the 
French voters of that State that 
some of the Boston candidates in- 
cluded it in their newspaper ad- 
vertising. M. Berthuiame, form- 
erly its publisher, now .gives -nost 
of his attention to the Album 
Universel, a French illustrated 
weekly controlled by him and 
published in Montreal. 

La Patrie is accorded second 
place among the Montreal French 
dailies, and claims a daily issue of 
40.000 copies, with a weekly edition 
of 65.000. Like La Presse, it is 
published in the evening at one 
cent, and is the oldest French pa- 
per in Montreal, though going 
back only to 1879. Its weekly is- 
sue is called Le Cultivateur. 

Le Canada is the most widely 
circulated of the two French 
morning dailies, being credited 
with a daily issue of 19,287 for 
1904 by Rowell’s American News- 
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paper Directory. Less than three 
years old, it already has a weekly 
credited with 18,757 circulation. 

Le Journal, the other French 
morning paper, is about fifteen 
years old, conservative in politics, 
credited with a daily average of 
11,993 for 1904, and appears to 
cater to the French-speaking 
commercial public. 

The Sunday newspaper is quite 
unknown in Montreal, and indeed 
in all Canada, the only daily 
newspaper with a Sunday issue 
being the Toronto World. One 
sheet appearing only on Sunday 
is published in Montreal, the Sun- 
day Sun, but opinions indicate 
that it is not likely to interest ad- 
vertisers, being of the nature of 
the Sunday papers that preceded 
regular Sunday issues of estab- 
lished dailies in this country. Two 
French papers of minor import- 
ance to advertisers also come out 
in Montreal on Sundays—Le 
Sport and Le Combat, devoted to 
sports. 

Street-car advertising is in a 
flourishing condition in Montreal, 
the cars carrying a full quota of 
local and general advertising, 
cards showing a good deal of 
ability in design and copy where 
of local production. Among the 
general advertising campaigns of 
the United States that extend to 
the Montreal cars may be men- 
tioned Omega Oil, Hand Sapolio, 


Heinz’s Condiments, Waterman 
Fountain Pens, Belding Silks, 
Baker’s Chocolate and Cocoa, 


Campbell’s Soups and Mennen 
Talcum Powder. 
—_—_—+er—__<——_ 


THE SMART MR. WILLY. 


Under the caption “A Cure for 
the Sample Copy Evil.” one John 
Willy dispenses the following wis- 
dom in Colonel Floyd’s Trade 
Press for March, 1906: 


What is the sample copy evil? 

As seen through my spectacles, it is: 

1st: The flooding of the country with 
hundreds of tons of sample copies of 
newspapers and periodicals, ostensibly 
for the purpose of securing subscribers, 
but, in realitv, to secure a circulation 
for the henefit of advertisers, 

24; Distribution of these free sample 





copies, largely at the expense of the 
government. 

3d: Injury to legitimate publications 
from their having to compete in the 
subscription field with the free papers. 

4th: Abuse of the sample copy in 
the form of the special edit on, by which 
a paper better than the average edition 
is sent out in large quantities for the 
purpose of securing subscribers, and 
which special editions, I hold, are not 
legitimate, for they are not fair 
samples, and they deccive the subscri- 
ber. *Then, too, these special editions 
are usually made up largely of adver- 
tisements secured on the guarantee of 
large circulation of free sample copies. 

I take it for grantcd: 

1st: That the carrying of the second- 
class mails by the government at the 
penny-a-pound rate ts done at a loss. 

2d: As I understand it, the object 
of the government in making the 
penny-a-pound rate, is to promote the 
dissemination of news and educational 
matter for the benefit of the people; 
and not .primarily for the financial pro- 
fit of publisher or advertiser. 

3d: The admission of a publication to 
the second-class privikges is based 
upon the showing of the publisher that 
he has a Icgitimate list of paid sub- 
scribers. Previous to entry, the post- 
age, both for sample copies and to sub- 
scribers, is at the third-class rate. 

I believe in the sample copy. 

I think the sample copy is a 
necessity. 

In my opinion, the subscription list 
cannot be built up without the aid of 
the sample ecopy. 

But I look upon the sending out 
of the sample copy as a business pro- 
position. You submit sample of your 
wares to a discriminating public. If 
your wares have selling qualities, the 
public is apt to buy. You have such 
confidence in your wares, prior to 
securing second-class entry, that you 
have been willing to pay third-class 
postage rates. And you won out on 
that propos’tion, or you would not 
have had a legitimate list of subscribers 
with which to secure a_ second-class 
entry. 

When you have secured entry, the 
paper is carricd at the penny-a-pound 
rate to your subscribers. 

The government hts now done all 
that can be reasonably asked, and 
should not be expected to forever ~<- 
sist you in building up your husincss 
by carrying sample copies also, at this 
low rate. For the sample copy is 
your salesman; and why should the 
government help to pay your salesman? 

My suggestion for the cure of the 
sample copy evil is one of two things: 

Either to raise the rate of postage 
on sample copies to four cents a pound 
when mailed in bulk; 

Or, preferably, to class sample cop- 
ies the same as second-class matter 
sent by other than publishers, which is 
a penny for each four ounces or frac- 
tion thereof; and to require sample 
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copies to have postage stamps affixed. 

This would be no hardship to the 
publishers of legitimate newspapers and 
periodicals; in fact, I believe it would 
be welcomed by them, as it would 
prune the mails of many parasites that 
now hamper the postal work. 

The closing of the mails to sample 
copies at the penny-a-pound rate would 
enable the postoffice to be run at a 
profit instead of, as now obtains, a loss 
of many millions a year. 

It would be the best thing that could 
happen to the legitimate newspaper 
and periodical interests. 

It is mighty plain and almost 
as plain as mud that Mr. Willy 
doesn’t know what he is talking 
about. The Postoffice Depart- 
ment has clearly outlined the 
rights under which a publisher 
may mail sample copies. It is a 
well understood and a just rule, 
perhaps. Mr. Willy couldn’t im- 
prove on it even if he had the 
ability. He says “he takes it for 
granted that the carrying of the 
second-class mails by the govern- 
ment at the penny-a-pound rate 
is done at a loss.” Mr. Willy 
doesn’t even know that this is 
not true. There are other asses 
that bray the same story. What 
we want in order to solve the 
problem is A UNIFORM RATE on all 
printed matter whatever it may 
consist of. Make it as high or 
low as the requirements seem to 
demand but make ONE UNIFORM 
RATE, Cy 2 


—__ +2 


THE GOLD MARKS. 


The so-called Gold Marks, 
which are accorded to certain pub- 
lications by the editor of Rowell’s 
American Newspaper Directory, 
bear something the same relation 
to these papers and periodicals 
that the British Hall Mark bears 
to the silver upon which it is 
placed. They are symbols of pe- 
culiar worth, which are highly 
prized by the publishers who have 
secured them, and coveted by 
others who have not. The exact 
meaning of the symbols, as stated 
in the Directory, is as follows: 

(©@) Advertisers value this paper 
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more for the class and quality of its 
circulation than for the mere number 
of copies printed. Among the old chem- 
ists gold was symbolically represented 
by the sign ©.—Webster’s Dictionary. 

A publisher who believes that 
his paper comes within the con- 
fines of this definition has the op- 
poriunity to state the reasons. for 
his belief to the editor of the Di- 
rectory, who gives all such claims 
received careful attention before 
each issue of the Directory goes 
to press. If the claim is well 
founded—if the publisher makes 
out his case—the Gold Marks are 
accorded, and they are withheld if 
the claim is not completely 
established. 

Below is given a specimen of a 
Gold Mark claim received from 
St. Paul, Minnesota: 


St. Paut, Minn., March 13, 1906. 
Editor of Rowell’s American News- 

paper Directory: 

Enclosed I submit for your con- 
sideration some facts to support the 
claim of the Pioneer Press to be 
listed among the Gold Mark papers. 

Yours very truly, 
THE PIoNEER Press CoMPANY, 
Conde Hamlin, General Manager. 


The Pioneer Press is the oldest daily 
newspaper in its territory. Establish- 
ed in 1853, its files would furnish a 
complete history of the Northwest, were 
every other record or item of infor- 
mation pertaining to territorial and 
State growth destroyed. It is a paper 
of national reputation, and for many 
years past the suggestion of the city 
of St. Paul immediately has called to 
mind the Pioneer Press. This condi- 
tion obtains to-day, notwithstanding the 
great flood of periodicals of all kinds 
that now inundate the country. 

The Pioneer Press is of the conser- 
vative type of newspaper, eschewing 
the sensationalism that by the thought- 
less frequently is mistaken for pro- 
gressiveness, and ever striving to fur- 
nish a reliable record of the events 
of the day. For more than half a cen- 
tury it has used every available facil- 
ity for the securing of news from 
every section of the globe. It is the 
only newspaper in the Northwest re- 
ceiving news by leased wire from New 
York and Chicago direct to its editor- 
ial rooms. Pursuing its sane policy, 
it has established in its territory a 
clientele of intelligent and _ well-to-do 
people that forms the basis of its 
prestige and strength throughout the 
Northwest. No daily paper in Ameri- 
ca furnishes more news in proportion 
to its reading public and few furnish 
it at so great an expenditure of money. 
Never for a moment in the fifty years 








ty 


14 PRINTERS’ INK. 


of its existence has it deflected from 
the primary idea—a newspaper first. 

Politically, the Pioneer Press has 
been a powerful factor. The weight 
of its influence often has determined 
important issues in State and local af- 
fairs, and frequently has influenced 
the trend of national progress. Its 
editorials probably have been as widely 
quoted as those of any newspaper in 
the United States. What Horace 
Greeley was in the East and Henry 
Watterson in the Middle-West, Joseph 
Wheelock has been and is to-day for 
the Pioneer Press in the Northwest— 
an intellectual giant. 

Mechanically and typographically, the 
Pioneer Press always has excelled in 
its territory, in which it was the first 
paper to purchase and use a modern 
Webb press of large capacity; to use 
linotyne machines, and to adopt half- 
tone and ulustrative reproduct’ons, 

As an advertising medium, the 
Pioneer Press always has carried the 
business of local advertisers, and for- 
eign advertisers in the Northwest field 
seldom leave it off their lists. As a 
business producer and first-class me- 
dium, it is in the front rank of Ameri- 
can newspapers. 

The circulation of the Pioneer Press 
always has been of the preferred class. 
People in every walk of life subscribe 
for the paper of their own volition, 
and are not secured by questionable 
schemes or allurements of sensational 
journalism. It has grown and pros- 
pered in the morning and Sunday field, 
and to-day is the only exclusively 
morning and Sunday paper in the 
Northwest. That it has furnished sat- 
isfactory service is evidenced by the 
inability of any other morning news- 
paper to live in its field. Moreover, 
the growth of circulation of the ckar- 
acter desired by the management of 
the Pioneer Press has been consistent 
with the increase in the population of 
its territory. Truly the paper is a 
“survival of the fittest.” 

With the least unpaid circulation of 
any daily paper in St. Paul or Minne- 
apolis; with the greatest number of 
paid-in-advance subscriptions, _ ninety 
per cent of the total amount due from 
subscribers having been collected; with 
its circulation profitable, clean and of 
the highest character, the Pioneer Press 
offers to any interested person every 
facility for a thorough examination 0+ 
guaranteed figures—the kind that do 
not lie—a_ statistcal recommend>tion 
of the paper to prospective subscribers 
and advertisers. 
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A DEMNITION GRIND. 


There is a Carborundum wheel for 
every grinding requirement.—The Car- 
borundum Company. 

If there are any that will grind out 
advertisements that are really good we 
would urge every adwriter in the coun- 
try to have his head fitted with a set.— 
Profitable Advertising. 


THE DEPARTMENT STORE 
“GRIND.” 


ADVERTISING MEN IN THE BIG 
STORES TURN OUT MORE COPY 
THAN THE JOURNALIST WHO 
WRITES A COLUMN A DAY— 
KEEPING UP INTEREST IN THE 
PROPOSITION—AIDS IN GATHER- 
ING AND HANDLING MATERIAL IN 
THE BIG NEW YORK STORES. 


A newspaper writer who turns 
out a column of copy per day is 
regarded as a hard worker, and is 
usually given his choice of topics 
so that his “grind” may come 
easier. Eugene Field was a type 
of journalist who wrote that 
amount of matter daily for many 
years, and took pride in never 
missing a day. 

The advertising manager in a 
New York department _ store, 
though, would consider a column 
a day rather light work. In many 
stores a half page a day is the 
rule and in others the advertising 
man supervises the writing of a 
full page daily. Some of the 
stores print different copy in dif- 
ferent papers, making the work 
complex as well as large in vol- 
ume, while the ad man of the big 
store, instead of chosing a topic 
upon which to write a column of 
stuff straightaway must make up 
his two or three columns of a 
hundred minor items, many illus- 
trated with cuts which have to be 
prepared and all so filled with 
prices and comparisons that every 
bit of information used must be 
verified independently of the buy- 
ers, who turn it in in rough notes. 

“I average fifty columns of 
matter a week,” said W. H. 
Campbell, advertising manager of 
the Adams Dry Goods Co., New 
York. “The notes turned in by 
department heads and buyers are 
simply rough outlines of descrip- 
tion and price, with sometimes a 
suggestion of an interesting line 
of appeal to be made on the goods. 
But if a buver says that the um- 
brellas selling to-day at $2.98 are 
worth $5 the advertising manager 
must be sufficiently posted on 
prices and values in that depart- 
ment to judge whether the state- 
ments contained in the buyer’s 
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notes are conservative. Thus the 
ad man must be in constant tous 
with every department.” 

In performing their prodigies 
of work the department store ad- 
vertising men have resources not 
known in other fields of publicity. 
One of the most important of 
these is the force of “shoppers” 
maintained by each large store in 
New York and other big cities. 
These “shoppers” are usually 
women, and from six to twelve of 
them are kept busy by each store 
for the purpose of learning what 
competitors are doing. The 
“shoppers” act under the adver- 
tising manager. They report to 
him in the morning and are as- 
signed to shop in certain stores 
for certain articles. One of them 
will receive orders to go to Wan- 
amaker’s and shop in the depart- 
ment which has a sale of under- 
wear at bargain prices, to Siegel- 
Cooper’s on a sale of bargain 
books, to another store to inspect 
imported gowns, and so forth. 
She is expected not only to bring 
back specimens of these offerings, 
but to make notes of conditiois 
in each store and to walk through 
all departments to judge of the 
state of trade. A detailed report 
is made at night to the advertis- 
ing manager and from it he is 
able to draw many valuable con- 
clusions. Such a report may tell 
him that there was a big crowd in 
the underwear department at 
Wanamaker’s, but that another 
department which had low-priced 
special offerings was extremely 
quiet. 

The “shopper” is not so much a 
spy as a means of keeping track 
of demand. All the big stores em- 
ploy her. Some send her about 
more or less openly, or at least 
it is known that certain women 
work for certain stores. Others, 
however, emulate the private de- 
tective agency. It is said, for ex- 
ample, that the shoppers for the 
Altman store go about in car- 
riages, and take elaborate precau- 
tions to hide their identity. But 
the chief value of these assistants 
is that they report the success or 
failure of all the other stores’ ad- 
vertising in every department, and 
enable the ad man to judge what 
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the public is buying and what it 
neglects. 

“The New York stores compete 
keenly in offerings,’ says Mr. 
Campbell, “but seldom enter into 
price rivalry. Prices are met, but 
seldom cut. It is very different in 
smaller cities. Take a small city 
with two or three big stores. If 
one advertises $1.50 underwear at 
$1 this evening its rival may have 
a display of the same goods at 
seventy-five cents to-morrow 
morning. By afternoon the ad- 
vertising store may have cut the 
price to fifty cents and I remem- 
ber one sale of this sort where, 
before night, one of the stores 
piled its window full of the goods 
with a card stating that they were 
being given away free, and all 
who went in and asked for them 
was presented with one suit. Such 
tactics really pay in smaller cities 
if not carried to extremes. It is 
somewhat like the opposition of 
two circuses in a small town. 
Where two aggregations show the 
same place a few days apart and 
fill the town with advertising the 
amount of excitement is said to 
create a permanent effect, so that 
both shows are known there for- 
ever after. But such opposition 













ly any attention. New York is 
too big. And it is precisely the 
same with regard to the depart- 
ment store. Give-away ‘sales in 
New York would not produce any 
permanent advertising benefit be- 
cause the number of stores is 
great, the daily offerings infinite 
in variety, and the population too 
vast to be stirred by such excite- 
ment. But all the stores give at- 
tention to ascertaining demand 
through their ‘shoppers’ and other 
means, and keeping in line with it 
in the advertising. ‘Shoppers’ 
not only report the state of trade 
in each store daily but also keep 
track of window displays. Every 
advertising manager of a big store 
in this city has laid on his desk 
at night a description of all the 
windows that have been newly 
dressed that day, and these govern 
his own window display, as well 
as furnish suggestions. 

“This information guides the 
advertising manager in his writ- 
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ing. The buyers help him with 
information, too. But he must 
also be in touch with the people 
who come to buy, visiting busy 
departments in the busiest hours, 
listening to remarks, picking up 
suggestions, Perhaps there has 
been too much emphasis laid on 
the importance of what people say 
when they shop. In my experi- 
ence they say little. But the con- 
tact with crowds brings the pro- 
position nearer to the man who 
writes the advertising, and he de- 
rives a certain very valuable in- 
spiration from seeing his written 
advertising pull in business. Just 
as it is inspiring to a fiction writ- 
er to know that readers have 
laughed or cried over his crea- 
tions, so it is inspiring to the ad- 
vertising manager of a big depart- 
mental establishment to see peo- 
ple respond to his work. But 
there are elements of disappoint- 
ment in the best store advertising 
that do not enter into any other 
form of writing. It matters little 
how attractively you get up your 
biggest ad in the week on Tues- 
day, or how well it looks in the 
paper on Thursday night, if it 
happens to snow heavily on Fri- 
day. Readers may go over your 
offerings, and admire, and feel 
moved to buy. But the cars are 
blocked and streets piled high 
with snow. Nobody can_ get 
downtown, and the advertising 
space and careful planning go for 
nothing. 

“The department store ad man 
in New York must give a great 
deal of thought to mediums. How 
much space shall be used alto- 
gether? Will it be better to print 
this lace sale announcement in 
two papers, or all of them, to use 
the cheaper papers or the quality 
ones? What papers are best for 
certain merchandise, and on cer- 
tain days? No matter what may 
be said to the contrary, all adver- 
tising is more or less class adver- 
tising. With the big stores, 
much depends on class in select: 
ing mediums, for a thousand arffl 
one rules govern the use of each 
paper in New York, where the 
lines of circulation are so sharply 
defined in each medium, and a 
hundred rules apply to the offer- 


ings that must go into each paper. 
It is just as futile to advertise 
ninety-eight cent shoes in the 
Evening Post as Pommery Sec 
in the Christian Herald. Person- 
ally I do not attach the greatest 
importance to circulation, Like 
water, it finds its level. Results 
alone count in department store 
advertising. If a Paper fills our 
aisles with people we’ll take its 
circulation for granted every time, 
and pay the rate asked. Cost of 
advertising is really of the least 
importance. A store with an ar- 
ticle of merit to advertise never 
attributes failure in results to cost 
of advertising, but looks for other 
reasons. 

“In writing store advertising 
here we don’t, talk much about the 
policy of the store, for this con- 
cern is an old one, and well 
known to the people of New 
York. Polite service, seasonable 
offerings, compelling prices, wide 
range of goods, quick accurate 
delivery—these are features of an 
old store that advertise them- 
selves effectively. Customers find 
them out. But for a new store it 
would probably be advisable to 
give a great deal of attention to 
speaking of such details. Our ads 
are crowded with descriptions 
and prices, and in many offerings 
we deem it wise to tell something 
about how we got the goods— 


_ how it is possible to offer them at 


such figures. But we _ seldom 
waste space blowing about our- 
selves. 

“Illustrations are a detail that 
take much of the advertising 
manager's time, but of late years 
the work of illustration has been 
very much simplified by new 
methods of making cuts. Ten 
and fifteen years ago the depart- 
ment stores relied almost wholly 
on stock cuts, of which there was 
a vast assortment. Then, with 
new processes of engraving, it 
was customary to take  illustra- 
tions out of manufacturers’ cata- 
logues and have them re-drawn or 
reduced. But nowadays depart- 
ment store illustrations are made 
direct from goods by artists who 
come to the stores looking for 
such work. There must be a hun- 
dred men and women traveling 


18 PRINTERS’ INK. 


i ee lee ee mek 








abou 
class 
stud 
a nu 
Som 
make 


publ 
volu 
Mor 
Johr 


adve 
rts) 4 
has 

Eng 
Am 
his 

Olis, 
Via 
fam 
in t 


pro\ 
proc 
four 
Johi 
gate 














about the stores looking for this 
class of work. A good many art 
students take it up, and there are 
a number of women in the field. 
Some of the engraving houses 
make a specialty of such draw- 
ings, notably the Barnes- Crosby 
Co. and Fanko Co., here in New 
York, and the Knox Engraving 
Co., of Newark, N. J. A good 
deal of skill is shown in making 
illustrations conform to a store’s 
particular style, so that the effect 
of the stock cut is lost and pic- 
tures have none of the stiffness 
usually associated with catalogue 
cuts. Artists who do this work 
are either equipped to cover a 
wide range of drawing, or else 
make a specialty of some one line, 
such as costumes. But super- 
vision is needed even when such 
a detail can be given over to as- 
sistants, and it is the same in 
writing. No matter how much 
help one may have, there is the 
strain of. directing a large mass of 
copy that deals not with imagin- 
ative things, but with hard facts— 
dimensions, quality, quantity, dol- 
lars and cents. When you con- 
sider what department store ad- 
vertising involves in the matter of 
detail and the quantity of work 
turned out, is it any wonder that 
good men in this field are scarce ?” 





AN ADVERTISING AUTO- 
BIOGRAPHY. 


D. Appleton & Co, have just 
published, after some delays, the 
volume of recollections by John 
Morgan Richards, entitled “With 
John Bull and Jonathan.” This 
book is of considerable interest to 
advertisers and publishers, for 
its author, an American by birth, 
has for nearly forty years been an 
English agent for well-known 
American proprietary articles, and 
his address in the British metrop- 
olis, “British depot, 46, Holborn 
Viaduct, London,” has become so 
familiar in the proprietary trade 
in this country as to be almost a 
proverb. Among the firms whose 
products have for many years 
found an English outlet through 
John Morgan Richards are Col- 
gate & Co., Hall & Ruckel, Carter 
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Medicine Co., Centaur Co., Davis 
& Lawrence, P. H. Drake & Co., 
and others, and he has also been 
agent for Canadian and Conti- 
nental firms. Three years ago 
Mr. Richards registered his busi- 
ness as a private company, giving 
a large part of its responsibilities 
to his sons, J. M. Richards, Jr., 
and Nelson Richards, since when 
he has had leisure to write his 
recollections and take part in the 
life of such organizations as the 
London Sphinx Club, of which he 
is president. 

John Morgan Richards was born 
in Aurora, N. Y., in 1841, the son 
and the grandson of Presbyterian 
clergymen. After his education 
was finished he began work in 
New York City as a clerk. In 
1864 he entered the employ of 
Demas Barnes & Co., and traveled 
for them in every part of the 
United States, placing their pro- 
prietary articles, making adver- 
tising contracts, and a chapter of 
his books deal with methods of 
those days. His instructions from 
his firm were: “Your first business 
is to advertise in all good family 
papers poss:ble. In all ad- 
vertisements say, ‘Sold by all deal- 
ers.. Grant no favors, advertise 
no man; we expect all dealers to 
sell our goods, hence the majority 
cannot be alienated for the bene- 
fit of the few. In making news- 
paper contracts please remember 
you are not limited in advertising 
to any amount of dollars. Create 
a sensation.” Dislike of travel 
eventually led to a connection as 
London agent of the New York 
drug house of S. R. Van Duzer. 
and in November, 1867, he sailed 
for England. Just before passage 
was taken Mrs. Richards gave 
birth to a girl baby, who was 
named Pearl, and is now the well- 
known author and _ dramatist, 
“John Oliver Hobbes.” Arriving 
in England, Mr. Richards’ first 
work was in placing and adver- 
tising Drake’s Plantation Bitters. 
He put out the first sixteen-sheet 
poster ever seen on London 
hoardings in connection with a 
proprietary article, and began a 
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campaign to break down the con- 
servatism of British newspapers 
regarding advertisements, J 


The Iilustrated London News was 
the first to grant the privilege of in- 
serting an illustrated advertisement 
with blocks. No daily paper would at 


that time accept copy which they did 
not first edit, and in some important 
papers no advertisement was accepted 





about cocoa, as soon as the word ap- 
peared in a line there must follow 
different explanatory words, as “Grate- 
ful, Comforting.” In conjunction with 
another American firm I believe I was 
the first to engage a full advertisement 
column in a single issue of a London 
daily, and a whole back page of sev- 
eral London weeklies. This was no 
novelty in the United States at that 
day. The bill posters of England at 
that time were greatly in advance of 


Mr. JOHN MorGAN RICHARDS. 


without prepayment being made. In 
the Times the form of setting up an 
advertisement was subject to many re- 
Strictions. A repetition of the same 
words line after line would not be re- 
ceived, but the regulation was that 
each line should be followed by e€x- 
planatory matter. No two lines exact- 
fy alike could appear in any adver- 
tisement, even though a column ir 
length, and costing £20 per insertion, 
If you wanted a column advertisement 


those practicing in the United States. 
The only evening newspapers were the 
Globe and Evening Standard, the Echo 
being published in 1868. The Echo 
was the first to be brought out at the 
price of a halfpenny. 

The partnership with Mr. Van 
Duzer terminated in 1876, and 
Mr. Richards began business on 


his own account with one proprie- 
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tary remedy. He was also Lon- 
don purchasing agent for John F. 
Henry & Co., of New York. In 
1877 he took the British agency 
for J. F. Allen & Co.’s American 
cigarettes and smoking tobaccos, 
and was responsible for the intro- 
duction of the American cigarette 
into England. Later he controlled 
the products of Allen & Ginter, 
and then those of J. R. Duke & 
Co. Advertising did not sell 
Yankee cigarettes at first, so he 
offered to purchase a tobacconist’s 
license for every chemist in the 
United Kingdom who would place 
them in stock. This led to wide 
introduction and the tobacconists 
were soon glad to stock up. The 
present warerooms at 46 Holborn 
Viaduct were taken in 1885. His 
activities were not confined to ad- 
vertised medicines, for he early 
called the attention of English 
physicians and surgeons to the 
excellent formulas and admirable 
products of American pharma- 
ceutical houses like Burroughs, 
Wellcome & Co., Seabury & John- 
son, Parke, Davis & Co., Fairchild 
Bros., Foster, John Wyeth & Sons, 
M’Kesson & Robbins, etc. His 
work led to the introduction of 
American digestive ferments, pre- 
pared from pepsin and pancreatin, 
and for American extract of malt. 
The success of some of the 
American “patents” under his 
auspices has been so great that 
about ten or twelve years ago a 
British company promoter of 
standing offered $5,000,000 for the 
trademarks and good-will of one 
of them. This offer was refused 
‘by the manufacturers. Yet Mr. 
Richards is not altogether san- 
guine of the success of American 
goods in England: 

After an experience of nearly forty 
years, and possessing exact knowledge 
with regard to all American articles 
introduced into this country, either by 
means of advertising or other processes, 
I am convinced that no American ar- 
ticle can succeed in Great Britain in 
direct competition with an English ar- 
ticle of the same character, quality and 
price. The American articles which 
have succeeded are not great in num- 
ber, and in every instance have con- 
tained some element of originality and 


DHTaTrvrre was rarer 


superiority which contrasted favorably 
for them with the English article, or 
were entirely new in idea and purpose. 
As Mr. Richards has been con- 
stantly back and forth between the 
United States and England, cross- 
ing forty times between 1867 and 
1905, a good half of his book is 
given up to American experiences, 
both in advertising, business and 
social life. The final chapter on 
“American MHustling” deals with 
this much-advertised trait of 
American life in a way that rather 
proves it does not exist, or that, 
at least, it speeds nothing. There 
are many little sidelights on Eng- 
lish customs, English social and 
business ways, English notables, 
etc., and from first to last the 
author gives the impression that 
he has been very much alive in 
whatever sphere his business or 
recreations took him, making ob- 
servations and drawing broad con- 
clusions. As entertainment his 
book is admirable, varying “shop” 
with the amenities and humanities, 
the wit and spice of life. As in- 
struction, too, it is quite as com- 
mendable, for the amount of first- 
hand, mature business knowledge 
in its pages, accurately balanced 
by his intimate acquaintance with 
the way things are done in both 
countries, would make it a val- 
uable work to read, either for the 
American going to England to do 
business, or the English business 
man coming here, 
ee a 
THE $3.50 SHOE AN INSTITUTION. 
The ready-made shoe is something 
more than a common aarticle of trade. 
It is at once a social institution and a 
barometer of the cost of living. Such 
shoes are made, to be sure, in various 
qualities and at various prices, but 
there is a sort of standard middle 
quality which is advertised so widely 
and by so many firms that no one can 
help knowing about it; and it is prob- 
ably worn by more people than any 
other grade. This was once the $3 
shoe. It is now the $3.50 shoe. One 
of these days we shall wake to find 


that it has become the $4 shoe.—New 
York Post. 


"~~ 





Barnnart & Swasey of San Fran- 
cisco are sending out contracts for the 
Royal Cloak & Suit House advertising 
in Washington, Arizona and California 
papers. 
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THE Ralston Realty Company 
of San, D.ego, California, is is- 
suing some effective folders and 
circulars to advertise the Univer- 
sity Heights section of the city. 


ANYONE who realizes the diffi- 
culty of successfully and correctly 
illustrating complicated machinery 
will appreciate the catalogue re- 
cently issued by the Bullard Ma- 
chine Tool Company, of Bridge- 
port, Connecticut. The half-tone 
work is excellent throughout, 








A SIGN CATALOGUE. 


The Martel-Stewart Co. of 
Montreal, sends out a handsomely 
printed catalogue of advertising 
signs, giving pictures and descrip- 
tions and prices on everything of 
this character, from a plain por- 
celain name plate to a revolving 
window apparatus, Price tickets 
and window cards are given espe- 
cial attention, apprupriate phrases 
for different lines of retail busi- 
ness being printed by way of sug- 
gestion. 








INTERESTING DRUG 
LITIGATION. 


C. G. A. Loder, a retail drug- 
gist of Philadelphia, is trying to 
prove, in the United States Cir- 
cuit Court in that city, that the 
three drug associations are con- 
spiring to discriminate against 
druggists who sell at cut rates. 
These organizations are the Na- 
tional Retail Association, the Pro- 
prietors’ Association of America 
and the National Wholesale As- 
sociation. It has been shown in 
court that 104 drug manufacturers, 
or ninety per cent of the number in 
the United States, are members 
of this so-called “drug trust,” and 
that all druggists who refuse to 
join it, selling at cut rates. are 
boycotted. wholesalers declining 
to sell them goods. It has also 
been shown that certain firms 
continued to sell to Mr. Loder 
for a while, but soon received a 
“pink slip” notifying them that 
they would also be boycotted if 
this practice continued, 


AN 





NEW KIND OF RATE CARD. 


The London Daily Mirror has 
a rate schedule that makes vari- 
ous charges for various pages, 
widths, etc. To show these rates 
in a clear way a small reproduc- 
tion of the paper, in booklet form, 
has been made, and upon the fi- 


nancial, classified, children’s and 
women’s pages, etc., is given the 
rate applying to that particular 


page and service. 





BANK ADVERTISING IN 
MILWAUKEE “JOURNAL.” 


The Germania National Bank, 
of Milwaukee, has just renewed a 
contract with the Journal of that 
city for another year’s space. 
This bank was first to print “ed- 
ucational’ bank advertising in its 
city, and the Journal was the me- 
dium selected, Success has at- 
tended the campaign, and M. J. 
Graettinger, assistant cashier of 
the institution, says: “We were 
the first bank in Milwaukee to 
start an advertising campaign to 
educate the people to the wisdom 
of starting a bank account, how- 
ever small. We ‘have from eight 
to ten new accounts started daily. 
Most of these are small savings 
accounts, but the depositors soon 
become interested as they see the 
amount of their savings growing 
and redouble their efforts to lay 
aside a little every pay day. It is 
a splendid thing for them, as it 
teaches thrift and frugality, while 
it brings new business to the bank 
and the little accounts help to 
build up a large business. We 
commenced our educational ad- 
vertising a little over a year ago 
and can see the results in the gen- 
eral increase in our business and 
the increase in the number of our 
depositors. Bank advertising is a 
new thing in the nation, but it has 
come to stay and is only one evi- 
dence of the great change which 
has come over banking methods. 
We are thoroughly satisfied with 
our experience in newspaper ad- 
vertising and pronose to continue 
our campaign with the same vigor 
which we have shown since we 
first started it as an experiment.” 
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THE Massengale Advertising Tue John Schroeder Lumber 
Agency of Atlanta have moved Company of Milwaukee have 


into new offices, situated on the 
sixteenth floor of the Candler 
Building. In an attractive little 
folder announcement is made of 
the change of location, and an in- 
vitation is extended to those in- 
terested to visit the new quarters. 


FARMERS STILL HAVE 
MONEY. 


The farmer is not only a good 
man to approach with advertising 
right after harvest, but is open to 
any good proposition all the year 
round. According to government 
reports the effect of last year’s 
crops is not yet spent, for the 
farmers have still in their granar- 
ies 176,000,000 bushels of wheat, 
or one quarter the crop; 1,077,- 
000,000 bushels of corn, nearly 
half the crop, and 371,000,000 
bushels of oats, or one-third the 
crop. The Southern farmer, too, 
has cotton to sell, it being esti- 
mated that over 5,000.000 bales are 
still to come to market. Last year 
at this time cotton was about eight 
cents a pound. Now it is over 
eleven cents. Comment on these 
figures seems unnecessary. 


SHOE LECTURES. 

The Humphrey Advertising 
Company, of St. Louis, is sending 
out new copy for a shoe cam- 
paign that has been inaugurated 
bv the Friedman Bros. Shoe Co., 
that city. These ads go into fifty 
daily papers through the South 
and Southwest, and the copy, 
which averages 1,000 lines, to be 
followed by 200-line ads once a 
week over a period of eight 
months, is made to turn on the 
“Friedman shoemaker,” a person- 
age who heads all the ads and 
talks in an interesting way about 
shoe quality. The Humphrey 
agency of St. Louis has also a 
Chicago office, and does a general 
agency business. Its officers are: 
D. McCool, president; B. T. 
Becker, vice-president and treas- 
urer, J. A. Humphrey, secretary 
and general manager. 





brought together in booklet form 
a series of nine advertisements 
which originally appeared in trade 
papers, to show the different pro- 
cesses of the manufacture of 
“Steel-Polished Perfection” Hard- 
wood Flooring. Each advertise- 
ment is better than the average of 
those which are seen in the usual 
trade paper, and taken together 
they form an interesting story for 
the building public. 





THE “BILLBOARD'S” FIELD. 


In the Sovereign Visitor, a fra- 
ternal journal, are given the fol- 
lowing interesting facts about the 
Billboard, a theatrical journal 
published in Cincinnati that has 
come to the front in a remarkable 
manner the past two years: 


Started in 1904 by two printers, 
neither of whom had any money, it 18 
to-day a paying property. No original 
capital was ever put into the venture, 
and the young paper was handicapp’ d 
by the fact that its field was already 
occupied by some five well-established 
journals. Nothing daunted its projec- 
tors devoted it to the business end -of 
the profession, to which its rivals de- 
voted little or no attention. It con- 
cerned itself chiefly with matters of 
interest to the business manager, the 
advance agent, the advance force, the 
billposters, the press agent, the booking 
agent, ush<rs and stage hands. Prior 
to the advent of the Billboard a mem- 
ber of the business staff was never 
mentioned in the amusement papers, no 
matter how clever or able he was. All 
notices were for the actors, actress<s 
and performers, the stars as usual get- 
ting the lion’s share. The new paper 
reversed this order. The merits ot 
the performer and peformance were 
made matters of secondary  impor- 
tance. The men who creatd business, 
assembled audiences and piloted organ- 
izations, together with thcir affairs, in- 
terests and methods, occupied its at- 
tention almost exclusively. Under no 
circumstances was news of any kind 
admitted to the columns unless it con- 
cerned theaters, theatrical companies, 
circuses or amusements. As a result 
the paper was a success from the start, 
despite its humble circumstances. With 
increasing references the originah 
policy of specialization was more and 
more developed. Even the advertise- 
ments were edited, and none accepted 
save those of dircct and vital interest 
to its readers. The result is that to- 
day the Billboard is read all over the 
world, 
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HISTORY OF THE “SATUR- 
DAY EVENING POST.” 





The Saturday Evening Post, 
which has been published regular- 
ly in Philadelphia for 178 years, is 
not only the oldest magazine in 
this country, but probably the old- 
est publication of any character. 
In the daily newspaper field there 


Even London has no daily paper 
that is as old, the most venerable 
in the British metropolis being 
the Public Ledger (1759), Morn- 
ing Post (1772), Times (1788), 
Morning Advertiser (1794) and 
Globe (1803). Some facts about 
the history of the Saturday Even- 
ing Post lately compiled by Cyrus 
Curtis are therefore of interest. 
This paper was originally the 
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are only such comparative spring 
chickens as the Hartford Courant 
(1764), Philadelphia North Amer- 
ican (1771), Baltimore American 
(1773), Trenton, N. J., State Ga- 
gette (1792), New York Commer- 
cial (1795), New York Globe and 
Commercial Advertiser (1797), 
New York Evening Post (1801), 
Charleston News and Courier 
(1803) and Albany Argus (1813). 


famous Pennsylvania Gazette, the 
old files of which, during the days 
when it was edited by Benjamin 
Franklin, are a storehouse of 
American history. The paper 
started in a curious way. Franklin 
had just embarked in the printing 
business in 1728, with Hugh Mere- 
dith as partner. One of his first 
projects was to be the founding 
of a newspaper, but a rival print- 
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er, Samuel Kiemer, heard of this 
and started one first—the weekly 
Universal Instructor in All Arts 
and Sciences, or the Pennsylvania 
Gazette, the first number of which 
appeared December 24, 1728, It 
was a small sheet, about six by 
ten inches, printed page, and the 
first number contained an install- 
ment of Chambers’ Dictionary of 
Arts and Sciences, just published 
in London, which was to run as a 
serial. Franklin, naturally angry 
at this theft of his plan, did what 


printéd 250 copies, but Franklin 
found only ninety subscribers. 
The absurd title was curtailed 
to The Pennsylvania Gazette, and 
Franklin stopped the dictionary 
as a serial, having found by cal- 
culation that it would take 
about fifty years to print the 
whole of it! The publication -no- 
tice of the journal was: “Phila- 
delphia: Printed by B. Franklin 
and H. Meredith, at the New 
Printing-Office near the Market, 
where Advertisements are taken 
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he could to injure the new jour- 
nal, and contributed a series of 
articles to Bradford’s older Mer- 
cury under the title of “Busy 
Body” which were bright, and 
personal, and drew attention from 
Kiemer’s sheet. The latter ap- 
peared regularly each week until 
its twenty-seventh number, then 
missed a week, ran to its thirty- 
ninth number, and was then sold 
for a trifle to Franklin and Mere- 
dith, its publisher being banrk- 
rupt. Kiemer claimed that he 


in; and all persons may be sup- 
plied with this paper, at Ten 
hillings a Year.” Twice during 
the years 1729 and 1730 an at- 
tempt was made to turn it into a 
semi-weekly, but this failed, and 
it has since been issued weekly 
for more than 175 years. In 1730 
Franklin bought out Meredith, 
borrowing $1,000 for the purpose, 
hut his partner’s name was not 
dropped from the Pennsylvania 
Gazette until 1732. Franklin 
edited the paper, but wrote little 
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for it. His rival, the Mercury, 
rebuked him for printing articles 
that were vulgar, and he apolo- 
gized, stating that “by being too 
nice in the choice of little pieces 
sent him by correspondents, he 
had almost discouraged them from 
Writing any more.” In 1735 the 
Gazette got postal privileges—it 
was announced that “by the in- 
dulgence of the Honourable Col- 
onel Spitswood, Postmaster-Gen- 
eral, the printer thereof is allowed 


manager that he eventually paid 
Franklin $5,000 a year for his 
share of profits of both Gazette 
and printing office, and in 1765 he 
bought both outright. In eighteen 
years of partnership the journal's 
gross receipts had been $80,000. 
In that year the Gazette appeared 
in cnourning on account of the 
stamp act, which put a tax on 
newspapers, and ceased for two 
weeks, its place being taken by 
large handbills with the news. The 
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Be ue that volee coset i tow mld Bobby, glowing with pride and | obeying those orders! Don's be angry 
Has rineiy for ail. He learot to play pleasare. * with me! Trevor—-his ince was @uahed, 
Berause ine tears of pity of card ge c then Nap. He| Theo they eat dows to Gimser; aod [and bie eyes dicodsbot—bent anti! his 
«_ From your bright eyes Gown fait: could drink © fairly large quantity of | Morgan Thorpe preised the soup end the | Ups nearly towcbed her hair. * 
ef wine wit bot and bussy | book—end the wine deserved all his| “Don't—den't try me too fe,” bead 
pane about the heed; end be did not blosb so | praies, tt it was ee good as the price was | boarsely, “or I sban't be able to stand it! 
he mg Suen G0 divas |ih-ank pain’ Se ol eas, ant And abe emiled sod sighed ap et him 
Laure's emile grew more 5 Praised the sairee which the well-trained | and the next instant she wee emiling up 
Voice more soft sed thrilling she | walter bended round with the gravity | at Bobby again with s pathetic, pleading 
WON AT LAST. AEE Se os bo aa ta woe apy =a ied some cards Morga 
emough to give them « formal invitation | like all movies ot the game, watabed the PE de En ad 
3 a ‘ ‘welter enxiously; but as the dinver—the | essual way. Bobby started away Sem 
fr ome avrson oF “a renmrece Pas: | act, "ne, Smet pat J os sad Moreen | the plone and the sagel ot 1s. 
ay ogee dsys betoreband be wee in & tever of | Thorpe grew more lsedatory. be ghined “Cards! I'm—I'm afraid | haven't cay. 
abty.” “Gis DEAREST err,” “mies anziety aod excitement lest everything | confidence, and retiied oe with hie usual P'm very sorry f be said, remorestally. - 
PoRRiste R's Land eTRWARD,” ebould wot be right, and the entertain. | boyish candor and spirit. “By Jove, how strange?” sald Morgen 
sfc. arc. ment Bot to be worthy of—of the beauti.| .Heallowed the walter to Gl) hie giaes | Thorpe, feeling in his pocket. “Quite ty 
fal woman who bad been so sweet and | quite frequently; end the good wine set chance I beppened to pats pesh—why, 
| eractous to him bie heart beating ead his tongue wag- there are twol—tn my pocket last sight 
CRAPTER XV—(Comrunvzn). He spent boure thinking over the ; come to do thet 
wa oiled eeteee we Now, how did I todo 
seiiiaitinais tata aietnoatat menu, bie cook with amase- toyed delicately “Deo't play, dear Mr. Dense!” mas 
P ENTLY. Nadie 00Bg. | ment by ordering © meal which wéuid | Ber diener and sho emiled at him, end mention, 
Mm excleimed— Bot have Gisoredioad « Rothesbild. mormored sof masical nothings. = _ Bet Me. Mega Tharge 





to send the Gazetie by the post, 
postage free, to all parts of the 
post road from Virginia to New 
England.” In 1739 it was enlarg- 
ed, and in 1741 again, when double 
numbers were often necessary to 
accommodate all the news and ad- 
vertisements. After Franklin be- 
came postmaster (1737) ‘his paper 
steadily prospered. Soon, how- 
ever. public matters took so much 
of his time that in 1748 he made 
David Hall, a Scotch journeyman 
printer, his partner and general 
functionary. Hall was so good a 


tax was abolished then, and the 
Gazette resumed. 

David Hall took as a partner a 
William Sellers in 1776. Then 
Hall died, and was succeeded by 
his sons, William and David Hall, 
Jr., the firm of Hall & Sellers be- 
ing continued. The Gazette was 
suspended from November 27, 
1776, to February 5, 1777, and on 
the capture of Philadelphia by the 
British from September 10, 1777, 
to January 5, 1779, though a few 
straggling numbers were published 
from York, Pa, It then re-appear- 
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ed with the new title of Pennsyl- 
vania Gazette and Weekly Ad- 
vertiser. Sellers died in 1804, and 
the Hall Brothers continued pub- 
lication. William Hail, Jr.. be- 
came publisher in 1805. in 1810 
the firm was Hall & Pierie, in 
1816 Hall & Atkinson, and in 1821, 
when Hall died, it passed into 
Atkinson’s hands, 

Here the name was changed to 
the present title. There were at 
that time in Philadelphia no less 
than six newspapers with the 
name “Gazette” in some form. 
Saturday Evening Post was 
adopted, and the name Gazette 
disappeared for the first time since 
the journal’s establishment ninety- 
two years before, when but five 
newspapers were printed in 
America. In 1821 there were 
more than 7oo. From that time 
on the Saturday Evening Post 
was regularly issued in Philadel- 
phia by various publishers and 
with varying success. At some 
time in the years before the Curtis 
Publishing Co. bought it the pa- 
per had come into the hands of a 
man named Smythe, who issued it 
regularly, but at a loss, and yet 
refused to sell it. Some curious 
attachment for the sheet made him 
keep it even when he moved to 
Chicago to make his fortune, and 
he declared that when the latter 
purpose had been accomplished he 
would come back to Philadelphia 
and publish the Saturday Even- 
ing Post as a diversion. What 
the paper would have been like 
under such circumstances nobody 
will ever know, for Smythe’s pur- 
pose was never carried out. Cyrus 
Curtis acquired the hoary relic 
about ten years ago. What he 
really bought was a pedigree, for 
the Post had been so obscure in 
Philadelphia that few knew about 
it, and folks there generally 
thought that an old name had 
been revived. Smythe had never 
printed a line of original matter. 
The contents of the Post were 
clipped from English publications 
and stolen from American ones. 
The paper had 3,000 subscribers 
who ‘had followed it for years. 


t 
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Their character as live circulation 
may be inferred from what hap- 
pened when the journal was turn- 
ed into a weekly business maga- 
zine; to an individual they all 
stopped their subscriptions as soon 
as original articles began to ap- 
pear, saying the Saturday Even- 
ing Post was “not what it used to 
be.” When the Curtis Publishing 
Co. took over the _ property 
Smythe owed $8,000 back rent for 
the offices in which it had been 
housed, and $4,000 to the clerk 
who had run it. Smythe, too, quit 
with his old subscribers, for al- 
most immediately after the Post 
was sold he died. From that time 
forth, of course, the magazine’s 
history is well known. It has 
often been noted, as a coincidence, 
however, that Franklin, who came 
from Boston to Philadelphia, 
founded the Post, Cyrus Curtis, 
its rejuvenator, also came from 
Boston to Philadelphia and enter- 
ed the publishing business, and 
George Horace Lorimer, its edi- 
tor, came from the Hub to build 
it up on the literary side. 
——+o>—__—_. 


A CIRCULATION SCHEME THAT 
_BRUUGHT STRANGE RE- 
JLTS. 


London newspaper that started a con- 
test for an ideal love letter little knew 
what it was stirring up. One spinster, 
eighty-three years old, submitted 8.969 
love letters from 375 men, including 
one general, one aeronaut, ten chauf- 
feurs, eight lawyers, forty janitors and 
a couple of miss‘onaries. There were 
no scribes, not even a journalist, in 
the whole lot.—New York Telegram. 

ics 


BANKING BY MAIL. 


Distrusting banks and desirous of 
sending $6,000 to a cousin in Oregon, 
two Ohio women shipped the currency 
by unregistered mail in a box of chest. 
nuts, and it got through — safely. 
Ribalds will henceforth please put a 
halo on the chestnut instead of carp- 
ing at it—New York Telegram, 











Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Prints nothing but original matter and 


brings an abundance of articles and 
items of special interest to German- 
Americans, which accounts for the im- 
mense popularity of the paper in the 
German settlements everywhere, 
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A BANK THAT ADVER- 
_ TISED. 
HOW THE CITIZENS’ NATIONAL 


BANK OF RALEIGH, N. C., ADDED 
$300,000 TO ITS DEPOSITS AND 
$350,000 TO ITS ASSETS BY THE 
EXPENDITURE OF LESS THAN $1,- 
000 IN NEWSPAPER ADVERTISING. 


This is the story of a bank that 
advertised. The bank in question 
is the Citizens’ National Bank of 
Raleigh, the largest instiiution of 
its kind in the State of North 
Carolina, and the depository of 
the funds of the United States, of 
the State of North Carolina and 
of the City of Raleigh, These 
facts are here stated in order to 
emphasize an interesting feature 
of the story, namely, that the ad- 
vertising was not undertaken for 
the purpose of floating a new 
enterprise, but in order to deter- 
mine whether a banking institution 
of long established reputation, 
and already ranking first in its 
field, could develop new business 
by means of newspaper advertis- 
ing. Other forms of advertising 
it had tried before and had profit- 
ed to some extent by them. In 
common with other banks, it is- 
sued a neat little folder containing 
its annual statement of assets and 
liabilities and the names of: its 
officers and directors. It used il- 
lustrated postal cards as well and 


other printed matter, and once, at. 


least, it distr:buted a 230 page 
book containing a history of Ra- 
leigh, with the words, “Compli- 
ments of Citizens’ National Bank” 
printed on the cover. In short, it 
dabbled in advertising after the 
manner of conservative institu- 
tions, but until last year it never 
solicited business through the 
columns of a newspaper. 

The story of how the Citizens’ 
National Bank was induced to 
experiment with newspaper adver- 
tising. and what came of it, is 
best told in the words of Mr. 
Joseph G. Brown, ‘the bank’s 
president, who is also president of 
the Raleigh Clearing House and 
the Chamber of Commerce, and a 
member of the Executive Council 


of the American Bankers’ Associ- 
ation. Mr. Brown grew up with 
the Citizens’ National Bank, hav- 
ing joined its forces as a runner 
in 1875, four years after the bank 
was established, and became suc- 
cessively teller, cashier and presi- 
dent. He had seen the business 
of the bank increase year after 
year without the aid of newspa- 
per advertising, but was broad- 
minded enough to realize that 
newspaper advertising -night help 
to develop new business. Associa- 
ted with Mr. Brown on the bank’s 
board of directors are Mr. A. B. 
Andrews, first vice-president of the 
Southern Railway and Mr. John C. 
Drewry, general agent of the Mu- 
tual Benefit Life Insurance Com- 
pany and owner of the Raleigh 
Evening Times. These gentlemen 
both advertised their own  busi- 
nesses in the newspapers, and with 
the president, Mr. Brown, were 
inclined to believe that newspaper 
advertising might be a good thing 
for the bank. The first definite 
suggestion that the bank ought to 
advertise in the daily papers, how- 
ever, came from the outside. Mr. 
W. H. Bagley, business manager 
of the Raleigh News and Ob- 
server, began to print in that pa- 
per in the fall of 1904 a series of 
articles setting forth reasons 
“Why Banks Should Advertise.” 
These articles directed attent’on 
to what the banks of the Eastern 
States had accomplished by news- 
paper advertising and urged the 
banks of the South to follow suit. 
They pointed out that in the City 
of Pittsburg, where bank adver- 
tising is perhaps better done than 
in any other community in th’‘s 
country, the banks that advertised 
in the newspapers showed an in- 
crease in assets of 38 per cent. and 
an increase in deposits of 85 per 
cent in a period of five years, 
while the banks that did not avail 
themselves of the columns of the 
local papers gained in the same 
time only 27 per cent in assets and 
II per cent in deposits. The ar- 
ticles in the News and Observer 
took the broad view that banks 
ought to advertise not only for 
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News and Observer,” 





their own benefit but for the bene- 
fit of the community, because in- 
creased prosperity for the com- 
munity meant more business for 
the banks. “Nothing does more 
to favorably advertise a city (says 
one of the News and Observer 
articles) than the position of its 
banking houses, since one of the 
first things a prospective inves- 
tor considers is the reliability and 
progressive spinit of banking in- 
stitutions. Therefore every bank- 
ing house ought to let every read- 
er of the home paper find an ad- 
vertisement in every issue, both 
for the good uit does the bank and 
for the good of the community. 
Of course, if a bank has all the 
depositors and customers it wishes 
and if it does not wish to help 
in the growth and prosperity of 
the town in which it is located, 
that bank ought not to advertise. 
But there are no such banks, and 
the bank that fails to advertise 
is hiding its light under a bushel. 
A few years ago it was not the 
policy of great railroads to ad- 
vertise. Look now in the maga- 
zines and great newspapers and 
you will find railroads are among 
the biggest advertisers. Attrac- 
tive advertising of delightful trips 
promotes traveling, and passenger 
receipts swell the incomes of rail- 
roads. Bank advertising  en- 
courages saving and thrift and 
these bring business and profit to 
banks. One of the speakers at a 
recent bankers’ convention in New 
York deplored the fact that less 
than ten per cent of the savings 
institutions in this country adver- 
tise. He pointed out that in this 
age of strenuous competition 
something must be done to edu- 
cate the public and turn their 
thoughts towards these banks or 
a diminishing ‘business will result, 
The most successful savings in- 
stitution of the future will be, he 
contends, the one which not only 
is the most ably managed, but 
which also takes its depositors and 
the public most closely into its 
confidence.” 

“It was these articles in the 
said Mr. 
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Brown, “that induced the Citizens’ 
National Bank to see what the ef- 
fect of a systematic newspaper 
campaign would be. We were all 
agreed that spasmodic advertising 
would not do, so we determined to 
print an advertisement every day 
and to keep it up for a year, no 
matter how unpromising the re- 
sults might be at first. This plan 
we adhered to, using as a rule a 
five inch single column ad, though 
occasionally we increased this to 
ten inches of space. The adver- 
tisements I prepared  nyself, 
avoiding anything sensational. 
The arguments advanced were 
those that any solid banking house 
might use—the strength of the 
bank, the advantages of systematic 
saving, our w:llingness to aid new 
enterprises and so forth. Al- 
though we were prepared to con- 
tinue our advertising for a year 
before passing final judgment on 
its effectiveness we were not ob- 
liged to wait that long in order to 
be convinced that our newspaper 
campaign was proving a success. 
One of the immediate results of 
our advertising was that some of 
the other Raleigh banks began. to 
use space regularly in the local 
papers, and this helped to awaken 
public interest in the subject of 
banking in general, People began 
to comment on the advertising and 
borrowers and _ depositors in- 
creased. At the end of the year, 
1905, we found that we had gained 
twice as many accounts as we had 
during the previous year when no 
newspaper advertising was done. 
Perhaps the most impressive 
evidence of the value of news- 
paper advertising to a bank, how- 
ever, is this statement showing 
the amount of our deposits and 
assets for the past five years.” 
The statement referred to by 
Mr. Brown is reproduced below. 
It shows that prior to the time 
the newspaper advertising was be- 
gun the annual gain in amount of 
deposits had been between $56,000 
and $101,000, and the annual in- 
crease in assets between $33,000 
and $104,000, while for the year 
1905 (the year that the newspaper 
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advertising was done) the in- 
crease in deposits exceeded $300- 
ooo and the increase in assets 
$350,000. Mr. Brown added that 
this result was accomplished at an 
expense for adver:ising of less 
than one thousand dollars. 
STATEMENT OF CITIZENS’ NATION- 
AL BANK. OF RALEIGH, NORTH 
CAROLINA, SHOWING AMOUNT OF 
DEPOSITS AND ASSETS FOR A 
PERIOD OF FIVE YEARS. DE- 
POSITS IN ROMAN TYPE, ASSEIS 
IN ITALIC. 
1901. $594,000-$ 872,000, 
1902. $650,000—$ 957,000. Increase over 
previous year, $ 56,000—$ 85,000 
1903. $751,000—$ 990,000. “Increase over 
previous year, $101,000 $ 33,000 
1904. $817,000—$7,094,000.  Increas: over 
previous year, $ 66,000- $104,000 
(Newspaper advertising begun Jan., 1905). 
1905. $1, 120,000—$7 450 0 o. Increase over 
previous year, $303 ,000—-$3.56 000 
Asked if he believed that this 
remarkable increase was due to 
the newspaper advertising Mr. 
Brown said: “I am obliged to be- 
lieve so because in no other way 
can the sudden increase in the 
volume of our business be ac- 
counted for. It is true that 1905 
was a very prosperous year for 
the South, but so was 1904, yet 
our increase in deposits in 1904 
was only $66,000 and our increase 
in assets only $104,000. Without 
newspaper advertising we should 
have undoubtedly increased our 
business somewhat over the fig- 
ures for 1904. but with the figures 
for the past five years before one 
it is impossible to resist the con- 
clusion that a great part of the 
increase in the volume of our 
business last year was due to 
newspaper advertising and to 
nothing else. Perhaps the best 
proof that we believe so ourselves 
is the fact that our appropriation 
for newspaper advertising this 
year has been considerably in- 
creased.” 
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THE Southern Pacific’s adver- 
tising of the “Road of a Thousand 
Wonders” ‘has been so successful 
that a new fast train had to be 
added recently to the road’s ser- 
vice between Los Angeles and 
San Francisco, 
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UNCLE RUSSELL BELIEVES IN 
POPULAR PRICES. 

Thrift is the first element of suc- 
cessful manhood. When you have made 
your fortune, it is time enough to 
think about spending it. Two suits of 
clothes are enough for any young man. 
The only thought that a young man 
need spend about his clothes is to look 
out for bargains at the lowest price. 

Let him be on the lookout for cheap 
hats, bargains in shoes, knockdowns in 
suits. He is fostering business traits 
that augur well for his success in years 
to come. 

The boy who knows bargains in socks 
makes the man who knows bargains in 
stocks. 

Fifty cents is enough for a straw 
hat; it will last two seasons. “You can 
get for 39 cents an unlaundered white 
shirt which is excellent. You can get 
a good undershirt for 25 cents. Si-k 
is not for salaried men. Fine clothes 
bring sham pleasure. Don’t try to 
rival the flowers of the field.—Russell 
Sage, in N. Y. World 

ae 


A FARMER ON ADVERTISING. 


I’ve been soaked a good many times 
since I started in business for myself 
and I note that it has always b.en in 
the article that wasn’t advertised. 1 
started into the getting-soaked business 
by buying a lightning rod per foot and 
settling for it per inch. 

That soaking was fo!lowed up by the 
purchase of a patint gate that wasn’t 
advertised. It was sold to me on such 
close margin, the agent said, that the 
firm cou'dn’t afford to advertise it. 

I’ve bought everything from heldge 
fenccs to encyclopedias that wasn’t ad- 
vertised, and if there is a piece of un- 
advertised furniture on this place that 
is any account I’ve not fallen over it. 
I have gotten so that when an agent 
calls on me with something I don’t un- 
derstand I ask him where it is adver- 
tised. If he can’t show me anything 
but a pocketful of handbiils I call ‘the 
dogs. 

I don’t believe that an advertisement 
will make a good article out of a bad 
one, but I am all-fired certain that it is 
not going to spoil a sure thing. If a 
fellow can’t notify me in advance 
through some paper that he has a win- 
ner he can’t do business with me.— 
Wiley Jones, in Agricultural Adver- 
tising. 

eee es 

THE external evidences of a news- 
paper’s value as an advertising medium 
are: Enterprise in its conduct, pros- 
perity in its appearance, and_ invari- 
ability in its rate. Any newspaper 
which possess this combination of quali- 
fications is reasonably certain to bring 
results.—Profitable Advertising, 

SS 





‘A MANUFACTURER may be said to have 
two factories—one for this goods and 
the other for the “talk’’ which sells 
them.—Judicious 


Advertising, 





















PRINTERS’ INK, 29 


ABOUT THE 
ROLL OF HONOR 


: 





Our continued patronage of the Roll of 
Honor department of PRINTERS’ INK is sufficient 
evidence that I consider it a highly valuable 
medium for inviting attention to the merits of 
any advertising publication. Our representatives, 
both in New York and Chicago, have repeatedly 
affirmed their belief in the efficiency of this 
form of publicity for the- Call, stating that it 
has made solicitation easier in many instances 


and also given rise to numerous inquiries from 


prospective patrons. | consider its chief claim 


to consideration is the distinct feature of giving 
to the public assurance that the papers listed 
therein have complied with the circulation re- 
quirements of Rowell’s American Newspaper 
Directory.— W.. J. Martin, Business Manager, 
The Call, San Francisco, March 13, 1906. 
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(FOURTH YEAR.) 


No amount of money cau buy a piace in this list fora paper not having the 
requisite qualification. 


Advertisements under this caption are accepted from publishers who, accord- 
ing to the 1%5 issue of Rowell’s american Newspaper Directory. nave submittea for 
that edition of tne Directory a aetailea circulation statement. duly signed and datea. 
also from publishers wno for some reason failed w obtain a ngure rating mm the 195 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of tweive months prior to the date of making the statement, sucn state- 
ment being available for use in the 19C6 issue of the American Newspaper Directory. Cir- 
culation figures ‘in the ROLL or Honor of the last named character are marked With an (> }. 





These are generally regarded the publishers wno believe that an advertiser has a right 
to know wnat he pays bis nara casn for. 


2" Announcements under this classification. if entitled as above, cost W cents per 
line (two lines are the smallest advertisement taken) under a YEARLY contract, $2U.30 for 
a full year. lv percent discount if paidwnoilly 1n advance. Weekly, monthly or quarteriy 
corrections to date snowing increase of circulation can be made, provided the publisner 
sends a statement in detail. properiy signed and dated. covering the additional period, 
in accordance with the ruies of tne American Newspaper Directory. 


Publications which have sought and obtained the Guarantee Star have the 
privilege of using the star emblem in their advertisements in the Roll of Honor at 
the regular rates of twenty cents aline. The extent and full meaning of the Star 
Guarantee is set forth in Rowell’s American Newspaper Directory in the catalogue 
description of each publication possessing it. No publisher who has any doubt 

that the absolute accuracy of his circulation statement would stand out bright and clear 
after the most searching investigation, would ever for amoment consider the thought of 
securing and using the Guarantee Star. 


ALABAMA, 


Birmingham. Ledger. dy. Average for 1905, 
2,069. Best advertising medium in Alabama. 


ARIZONA. 


Phoenix. Republican. Daily aver. 1905,6.881. 
Leouard & Lewis, N. Y. Reps., Tribune Bldy. 


ARKANSAS. 


Fort Smith, Times. dy. Act. av. 1905.8,781. 
Actual aver. for Oct., Nov. aud Dec., 195, 8.9638. 


CALIFORNIA. 


Freano. Evening Democrat. Areruge 195, 
4.948. Williams & Lawrence, N. Y. & Chicago. 


Denver. Post, daily. Post Printing and Pub- 
lisning Co. Arer. Sor 1965, 44.820; ro 60.104, 
Average for Feb. 1906, dy. 50, 152; 8 . 67.884, 
t@™ The absolute correctness ofthe latest 
circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory. who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 
verts its accuracy). 


CONNECTICUT. 


g ipaeete. Sentinel, dy. Aver. for 1905, 5.022. 
E. Katz, Spec. Agt., N.Y. 
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Mountain View. Signs of the } Soe. 


Actuai Bridgeport, Evening Post. fre daily av. 
weekly average for 1905, 22.530. 1905,11,025, E. Katz, atz, Spec.. Agt.. N. Y. 
P Oakland, Herald. Average Battoe svt. Telegram-U: Ur ion. frere daily 


av, 4 E. Katz. Spec. Ayt.. 


9°5,10,.260. Ouly Pacific Coast Mert 
GUAR daily circulation guaranteed by for erlden, Journal a Actual nee 
TEED Rowell’s American Newspaper! Meriden. Morning Kecord and Repupiican. 


Directory. 


Oakland, Tribune,evening. Average for 12 
months ending December 4, 195, daily 13,431. 


The Biilbeard. America’s leading Theatri- 
cal Weekly, San Francisco office, 37 Phelan. 806 
Market St. hKube Cohen, Mgr. 


San Franelaco. Call, d’y and 8’y. J.D. = 
els. Actual daily average A year en 
Dec. 1905, 62,941; Sunday. 33,8135. 


San Francisco. Sunset Magazine, monthis, 
literary: two hundred and eigut 5x8. 
Circu.ution: 1904. 916: 11 months 190, 
59,545. Home Offices, 431 California Street. 


San Jose. Morning “Mercury and Evening 
Herald Average 1905, 10,324. 
COLORADO. 


Denver. Clay’s Review, weeklv; Perry A. Clay. 
Actuai ater. for 1904, 10,926, for ss, 11.688. 








Daily average for 195, 7.57 

New Haven. Evening < egister. oer. Actual 
av, for 1905, 18.741: Sunday, 11, 31 

New Uaven. Pal!adium, dy. Aver. 1904,7.857; 
1905, 8.636. HE. Katz, Sp. Agt..N.Y. 

New Haven. Union. Average 1905. 16.209. 
Dec, /#05. 16,388. E. Katz, Spec. Agi., N.Y. 

New London, Day. 
E. Katz., Spec. Agt.,N 


Norwalk. Evening Hour. Daily arerave year 
endiizo Dec., 1904,%.217. Aprileirc., as certified 
by Ass'n 1m. 4dv’rs. all returns deducted, 2.869. 

Norwieh. Bulletin, morning. Yc a Jor 
1904, 3.850; 1905, 5,920; Dec., 6,1 

Waterbury. op ublican. dv. <Arer. for 1905. 
5.648. La Cos Maxwell Spec. Agents. N. Y. 


DELAWARE. 


Wilmington, Every Evening. Averaye yuar- 
anteed cireuiution fur 1s, 11,460, 


hh a Aver, 1905, 6,109, 








” ae 








DISTRICT OF COLUMBIA. 
Washington. Evening Star, daily and Sun 
day. Daily averaye for 196, 85.850 (OO). 
FLORIDA. 
Jacksonville. Metrovolis, dy. Ar. 1904, 8.7 60, 
Average (95,3,930. E. Katz, Sp. Agent. #. %. 
GEORGIA. 
Atlanta. Coustitution. Daily arerage 1905, 
85,590; Sunday, 48.751. 
Atlanta. Journal, dy. Av 1905,46.058. 
day 47.998. ‘Sem:-weekiy 56.781.; 
Atinnta. News <Actuvl daily average 1905, 
24.402. S. C. Beckwith. Sp. 4g... N. Y. & Chi. 
Auguata. Cheegiets. Only morning paper. 
1905 average. 6,0 
Naahville, Herald. Arerage for March. Ayril 
and May, 1.375. Richest county in so. Georgia. 
ILLINOIS. 
Cairo. Citizen. Daily Average 195, 1,052. 
weekly, 1904, 1,127. 
Champaign. News. Oct.and Nor., 1905.no issue 
of daily less than 8.010; d’y and w’kly, 6.200. 
Chieage. Bakers’ flelper, monthly ($2.00). 
Bakers’ ficiper Co Average for 1905,4.100(Q0). 


Chicago, Breeders’ Gazette. weekly, $2.00 
Averaye circulation 1905. to Dic. 31st, 66,605. 


Sun- 





Chicago. Examiner. Arerage for 1905. 144.- 
806 contes daily; 9% of circulation in city; 
larger city c:rculution than any two other Chi- 
cago morning papers combined. Examined by 
Assoc:ation of American Advertisers. Smith & 
Thompson, Representatives. 


Chicago. Farmers Voice and Naticnal Rural 
Actual aver., 195, 80.700, Jun., 196, 42,460. 


Chienge. Gregg Writer. monthly. Shorthand 
and Typewriting. Actual areraye 1904. 13.750. 


Chieago. Inland !’rinter. Actual arerage cir 
culation sor 15, 15.866 (O ©). 


Chieago,. Orange Judd Farmer. Only agricul- 
tural weekly covering the prosperous Western 
States. Circulation is never less than 90.000, 
The count made Oct. 20. 1905, showed 85,120 
paid subscribers. leaches mensty 905 of the post- 

Offices in Nebraska; 80¢ of t postoffices in 
Illinois. Michigan. Giieronctn. » A and Minn- 
esota; half the povtoffices in indiana and Kansas 
and two thirds of those in the Dakotas. All ad- 
vertisements guaranteed. 


Ohieago, Recora-Heraid. Arerage 1904, daily 
144.761. Sunday 199.400. average 1905, daily 
146.456, Sunday 204.559. 

t@ The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 


Atalw is guaranteed by the pub- 
tt eo lishers of Rowell’s American 


Newspaper Directory. who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 

Chieago, Svenska Nyheter. weekly. 
arerage December, 1905. 21,775. 

Chieago. System. monthly. The System Co.. 
=. Eastern office | Madison er Arer- 

= r year ending, March, 1906, Cur- 
average in excess of 60. 000... 

The Billboard. America’s Leading Theatri- 
cal Weekl Chicago office, 87 South Clark St.. 
Suite 61. Phone Central 5934. W. A Patrick Mgr. 

Kewanee. Star-Courier. Actual arerage cir- 
culation, 1905. dutly, 3.297. weekty, 1.298. 

Peoria. Evening Journal, daily ~~ Sunday. 
Sworn daily average for 1905, 13.87% 

Peoria. Star, evenings ana vaniyr pores 
Actual average for 195, d'y 21,042. S’y 9,674. 


INDIANA. 


Evaneville. Journal-News, Ar. 905, 14.6 
040, Sundays over 15,000. E. Kate. f A.N.Y. 


Sworn 


0.556. 


. 
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Munvie. Star. Average 1905 daily, 27.500, 


Sunday 16,908. 
Notre Dame. The Ave Maria. gaa weekly. 

Actual net averuge for 15. 24.% 
Biehmond. Sun- Telegram. Sworn at. 


3.7 


pen Bend. Tribune. Sworn daily average, 


1905, dy. 


1905,%.205. Sworn aver. Jor Feb., v6, 7,662. 
IOWA. 
Clinton. Advertiser, Average Dec. 1905, 


11,255. City Circulation, B04. which is 


double that vf any other paper 


Davenport. Times, Daily aver. Feb ,11.781. 
Circulation in City or total guarui.teed greuter 
taan any other puper or no pay Jor space, 


Iden Moines. Capital. aaily. Lafayette young, 
publisher. Actwil average suld 1%5 59.17 
sent circuiation over 40.0060. City and State 
e:rculation laryest in Iowa. More local adrertis- 
ing in 1905 in 342 issues than any competitor in 
365 issues. rate tire cents a line. 


Regkak. Gate City, Daily av. 1904, $.145; 
1905, 3.40 

seal Journal. Da: ily av. 1905, 5,382. 
Semivceekly &.093. 


Sioux ioe. daily. Average for 1905, 
sworn Av. for Feb., 1906, 26,7038, 
Prints Rn. news and most foreign and local ad- 
vertising. Reid in Su percent os the homes tn city. 


Sioux City. Trioune. Evening. rife! sworn 
dasly. average 1905, 24.287: Feb.. 1% 





The paper of largest paid ctreuiation, Y 
per cent of Sivux City’s reading public reads 
the Tribune. Only lowa paper that has the 
Guaranteed Star. 

KANSAS. 

Wutehinaon. News. Daily 1905, 8.485. E. 

Katz, Special Ageut. N. Y. 
KENTUCKY. 


Put it on your 1906 


Harrodaburg. Democrat. 
Proven av. cir., 3.582. 


list; 3c. per 1,000; Al. 
Lexington. Leeder. Ar. U5. evg. 4.694. Sun. 
6.168, £. Katz. Spec. Agt. 


Leufaville. Times Daily arerage year endig 


June 20, 1905,36.025 (2). Beckwith Agency, Rep. 
Padueah. Journal of Labor. wkly—Accepts 

only the best class of advertising «nd brings 

results trom the best class of wage-workers. 


LOUISIANA. 
New Orleans. Item. official journai of the 
vity. <Av.cir jirst eight months 1905, 22.095, 
MAINE. 


Auguata. Comfort,mo. W. H eee pub. 
Actual areraye sor 195, 1.269.573. 








Augusta. Kennebec Journal. dy. and wy. 
Average daily, 1905. 6.986. weekly, 2.090. 


Bangor. Commercial. 
9.458. weexly 29.11%. 


Dover. Piscataquis Ubserver. 
averaye 1905. 2.019. 


Lewiaton, Evening Journal, caily. 
1905, 7.598 (© ©). weekly 17.448 (© ©). 


Philline, Maine Wooas ana Woodsman -weekly, 
J. W. Brackett Co. Arerage for 195. 8.077. 


Portland. Evening Express. Arerage for 195, 
daily 12.005. Sunday Telegram, 8,428. 


MARYLAND. 


Baltimore. American. dy. Av.f2mo. toJan °5, 
106,64.187. Sun.,&9.942. No return priviieve. 


Baltimore. News, aaily. Evening News Pub 
lishing ‘a. Arerage 195, 60.678. For 

ebruary. 1906. 64.869, 
The absolute correctness of the 
Litest circulation rating accorded 
Atel the NEWS is quarinteed Ou tne 
AN uodlishers of Rowell’s American 
aA) Newspaver Directory, who wll 
pay one hundred doliars to the 
urst person who successfully con- 

troverts its accuracy, 


Average Jor 1905, daily 
Actual weenly 


Aver. for 
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MASSACHUSETTS. 


Boston. Evening Transcript (O©). Boston’s 
tea tadle paper. Largest amount of week day adv. 
Leoaton. Globe. Average 1905, daily, 192.584. 
Sunday, 299.648. “Lurgest Circulution Daily 
of any twocent paper tn the United States 
100.000 more circulation than any other Sunday 
paper in New England.” idvertisements go in 
morning and asternoun editions for one price. 
2” The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 


Attatswy teed by the publishers of 
re the American Newspaper 


Directory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 
accuracy. 


Boston. Post. Average for Feb., 1966, Boston 
a, 280.129; Boston Sunday Post, 
Daily gain over February, 405, 1 BI: 
ye gain over February. 195, 46. 130. Pad 
rates, r. 0.p. daily. 20 cents; Sunday, 18 cents. 
pe oe Breakfast Table Paper of New Eng- 
and. 





Fall River. News. Largest cir’n. Daily ar. 05 
6,663: 2k). Robt. Tomes, Rep., 116 Nassau St.. N.Y. 


Springfield. Farmand Home. National Agri- 
cuitural semi-monthiy. Total paid circulation, 
872.564. Distributed at 59.164 postoffices. 
Eastern and Western editions. All advertise- 
ments guaranteed. 

Springfield. Good Housekeeping,mo. iver 
aye 195, 206.083. No issue .ess than 200.000. 
All advert:semeuts gua aateed. 








1 terinaea. New tngland Homestead. Onl 
mportant agricultural weekly in New Englan 
Pale _— wh 000, Reaches every post- 

om ce in Mass. and Conn., and all in Ver 
mout, New a and Maine. exce ptafewin 
the woods. All advertisements guiranteed. 

Woreester. Evening Post, daily. Worcester 

Post Co, Areruge sor 1904. 12,617. 


Worcester. [Opinion + ae dai'y(© ©). 
Paid averaye Jor 195. 4.25 


MICHIGAN. 


Adrian. Telegram Dy. av. last three months, 
195,5.171. Payne & Youngs. Specials. 


Grand Rapida. Herald. Arerage daily iseue 
last six months of 194. 28.661. Only morning 
and only Sunday puper in ‘ts field. Grand Rapids 


(pop, 100,000)and Western Michigan \ pop, 750,v00). 
Grand Rapids. Lvening Press dy. <Arerage 


1905, 46.456, 


Jackson, Morning Patriot, average February 
1906, 5,865; Sunday. 5.988; weekly. 2.818. 


Kalamazoo. Evening Telegraph. Last 6 moa, 
1905, dy. 10.459. Dec.. 10.931, 8..w. 9,969. 


Saginaw. Courier Herald, daily, Sunday. 
Average 1905.12.394: February, 1906, 18,835. 


Saginaw. Evening News. daily. Average for 
1905, 16.710. February, 1906, 13.854, 


Sault Ste. Marie. Evening News. daily. Ar- 
erage, 1904,4.212. Only daily in the two Soos. 


MINNESOTA. 


Minneapoila. farmers’ Tribune. twice a-week. 
W.J. Murphy, pub. Aver. for 1905, 46.428. 


Minneupoiis. Farm, Stock and Home, semi- 
monthly. Actwi a 1905, 87,187; first 
three months 1906, 96,7838. 

The absolute accuracy of Farm, 
Stock & Home's circulation rating 
is guaranteed by the Americar 
Newspaper Directory. Circulation te 
practically confined to the farmers 
of Minnesota. the Dakotas. Western 
Wisconsin and Northern Iowa. Use 
it to reach section most propitably. 


Covers Western Michigan. 


GUA 
Can 
TEED 


Minneapoiia. Svenska Amerikanska Posten. 
Swan J. Turnblad, pao. 195,51,012. 


"awn 
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Minneapolta. Journal, Daily and Sunday. 
In 1905 average daily ¢ go 67.a88, Du 
average circulation for jirst two months cmt 
GS.840, Average Su day circulation, Feb- 
ruary, 906,638,287. 

The absolute accuracy of the 
Journal's circulation ratings te 
guaranteed by the American 


Ae paper Directury. It reacnes a 
AN greater number of the purchasing 
TEED classes and goes into more homes 
thax any Cr sgl in its jleld. It 

brings resul 
Minnenpolia Tribune. W. J. Murpby pub. 
Est. i867, Oldest Minneapolis daily. The Sunday 


Tribune arer: rage per 188ue Sor the lust 8:2 montns 
of 195, was 79.928. The daily Tribune average 
per issue for the lust six months of 1905. wus 
105,096. 

CIRCULAT’N The Evening Tribune is guar- 
anteed to have a larger circula- 
tion than any other Minneap- 
olis newspaper’s evening edi- 


Aer tion. The currier-delirery of 
AN the daily Tribune in Mmueap- 
TEED olis is many thousands greater 
, than that of any other news- 

paper. e city circulotion 


by Am. Newsa- alone exceeds 43.000 daily. The 

paper Diree- Tribune ia the recognized 

tory. Want Ad paper of Minne. 
apoita. 


&t. Paul. Pioneer Press. Net avera reula- 
oon Sor Junuary—laily 85.802. aay B2.- 
87 





The absolute accuracy of the 
Pioneer Press c:rculation state- 
me.uts is guaranteed by the ameri- 
GUAR can Newspaper Directory. Ninety 
AN per ceut of the money due for sub- 
TEED scriptio sis collected, showing that 
subscribers take the paper because 
they want it, All mutters pertain- 

tiny to circulation are vpen to inrest:gation. 


&t. Paul, The Farmer, s..mo. Rate, 40c. 
line, with discounts. ao Soi six nae A 
endiny December, 15, 42 5. 


St. Paul. Dispatch. ‘ae net sold for year 
1905, 68,568 daily. 
St. Paul. Volkezeitung. Actual arerage 1908, 
dy. 14.221. wy. 27.870. Sonntagsdiatt 27.880. 
MISSISSIPPI. 
Hat tleaburg. Progress, ev'g. Av. d’ 
end’g Jan., 1905, 2.175. Pop, 14,000, an 


MISSOURI. 


Kaneas City, Journal, d'yard w’y. Average 
for 1905, daily 65,446, weexiy 205.061. 

Joplin, Globe, daily “erage 1905, 18.894, 
Dec.,'05,14.0838. E. Katz, special Agent, N. Y. 

&t. Joseph, News and !’ress. 1 
1906, 35,158. Smita Thompson, Zust. 


St. Louis, National Druggist. mo. pa R. 
Strong, Editor and Publisher. Average for 1905, 
8.041 (© ©). astern office, 59 Maiden Lane. 


St. Louis. National Farmer and Stock Grower, 
monthly, Average for 1902, 68.588: areraye sor 
1903, 106,625: averave sor 1904, 104.750.. 


MONTANA. 


Butte. Inter-Mountain. Sworn average daily 
circ’n 1905.11.776. Aver. Dec., 1905, 12,698, 


NEBRASKA. 


Lineoin, Daily Star. evening 
and Sunday morning. Actual 


circ.,y’r 
growing. 





Atal IP duly average for 1904,15.289. 
teNo For 1905, 16.409. Only Neb- 
raska paper that has the 


Guarantee Star. 


Lincoln, Demach- pee Farmer. weekly. 
Average 1905, 147.4 


Lineoin. Freie — weekly. Actualarerag 
for 1905, 150.784, aaa s 


Lincoln. Jcurnal and News. 
1904, 26.388; 1905, 27.092, 


NEW HAMPSHIRE, 


Nashua. Telegraph. by quly a, .! in City. 
Sworn aver. for Sept. and Oct., 1905 4,204, 


Daily average 
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NEW JERSEY. 
Elizabeth, Journal. Av. 1904. Past Jirst 
6 mos. 1905, 6,818; last 6 mos, 1905. 6,718, 


Jersey City. Evening Jou Journal. average Jor 
1905, 22.546. Last 3 mos. 1905, 28,408. 


Newark. Evening News. Evening News Pub. 
Co. average for 1905. 60.102; Feb. 06, 68,384. 


Trenton, Times. Av. 1905, foe 36, 488. Dee 
05, av. 17.228. Returns rns, spoiled n ‘counted. 
NEW YORK. 


Albany, Evening Journal, Daily average for 
1905, 16,812. Jt’sthe he leading paper. 4 


Albany. Times-Union. ever ay 5 evening. Est. 1856 
Average for 195, 84.689 L.689: December, 85,479. 


eee omy Evening He: Herald, daily. Herald 
Co. ver. jor year end. Jun June, 1905, 12,289 (%) 


Bu son Courier, morn. ‘morn. Av. 1905, Sunday 86,- 
STA; daily 48.008; Enquirer, even., 81.027. 


Battele. 5 arene News. Daily average 1904, 
88.457; 1008 94,00. 7 


Corning. eer, evening. Average, 1904, 
6.2383 1905,6.895. 


Certiand, Democrat, Fridays. Est.1840. Aver. 
1905, 2.126. Only Dem. pape paper tn county. 


Glens Falla, Morning Star. Average circula- 
tion, 1904, daily 2,292. 


ane Gazette, est. 1826. Av. 1905, 5.00%. 
Largest wy.eir. Genesee. Orleans, poo ra Co.’s 


Mount poten Daily Argus. 
8.3138. Westchester 7 Comitys Rae. 


Newburgh. News. daily. daily. Av. 1905, 5.160. 
3.000 more than all other Newb’ Newbd'gh paperscomoined 


New “York ¢ City. 


erage 1905, 


American ne (Leslie’s Beatty). Pre- 
sent average circulation. 256,108. Guaran- 
teed average, 250,000. Excess, 78,296. 

New York. American Agriculturist. Best 


ae weekly in Midale 

. Circulates 100.000 cop- 

ies weekiy, of which 95.468 are actual paid 

rs, as per count of .une 1,195. The 

- eye t) ter and purchasing power 

of its readers is emp! by the fact that 

AMERICAN AGRICULTORIST’S subscribers in New 

York include — in the State. In 

paw sme | Od gece 77% of all the roy in 

Pennsylvania 74%, in Ohio 854, 

on 10 20% Tocot the postoffices in the Southern 
States. All advertisements guaranteed. 


army & Navy Journal. Est. 1863. Actual weekly 
average for 52 issues. 1906. ' 9.442 (OO). 


Baker’s Review monthly. W. R. Gregory Co., 
publishers. Actual arerage for 1905 5&.008,. 


Benziger’s magaziue. family monthly. Ben- 
ziger Brothers, Areruge for 1904,8%.025, pres- 
ent circulation, 50.000, 

Clipper, weekly (Theatrical), Frank Queen 
Puo. Co., Ltd. Aver. for 1905, 26.228(O@). 


Gaelic American. seekly. aatunt average for 
1904, 8.179; for 1905. 28,989 

ane jasher, mo., om. r ‘ies average for 
, 7,166. Binders vit and Post © 
ressipte distributed monthi u to advertisers 

Hardware Dealers’ Magazine, morthly. 

In 1905. average :ssue. 19.020 (© ©). 

D. T. MALLETT, Pub.. 243 Broadway. 


Leslie's Weekly. Actual arer. yearend. Aug. 
1904, 69.077. Pres. ar. over 85.000 weekly. 


Music Trade Review, music trade ana art week- 
ly. Average Sor 1904, 5.509. 


m.! Billboard, ——  Laadio Theatrical 
woolly; as York Office. 1 way. Wal- 


K. Hill, Mgr. Phone 1630 po 


pe People’s erie rs 544.541 monthly. 
Good Literature, 444.6 St mouse. 3 arerage ctr- 
culations for 1905—all — rance sub- 
scribers, F. M. Lupton. pubi' yn 2 
The Tea and Coffee Trade Journal. aperans 
circulation for 195, 4.205 (%); March, 
fssue. 6.694 (>). 


The Wall Street Journal. Dow. Jones & Co., 


publishers. Daily average 1905, 18,158. 
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Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly 
average for 1904, 14,< 
918. Actual weekly av- 
erage for 1905, 15,090 
copies, 

The World. Actual arer. Jor 1908, Morn... 305.- 


Jt 
490. Evening, 871.706. Sunday, “411. 074. 
Roehester. Case and Comment, mo. Law. Av. 
for 1904, 8V¥.000 ; 6 years’ average. 8¥.108, 
Beheneetady, Gazette. daily. A. N. Liecty- 
Actual average for 1904, 12.574; 1905, 18.058. 
Syracuse. Evening iieraid. daily. Herald Co.. 
pub. Aver, 1905, daily 85.552, Sunday 40,098. 
Utiea. National Electrical Contractor, mo. 
Average for 1905, 2.645. 


Utiea. Press. daily. Wtto A, Meyer, publisher. 


Average for 1905, 14.889, 
NORTH CAROLINA. 


Charlotte. News. Average 1905, 4 
Weekly Times-Democrat, 5.620. Jeads al} 
evening papers in the two Carolinas in size, cir- 
culation and amount of at of advertising. 

je: Biblical Recorder, weekly. Av. 190%, 

STZ. Av. 194, 9.756. Ar. 756. Ar, for 1905, 10,206. 

Ralel n, Evening Times. Leads all afteraoon 

pa rs fe ct ulation between A and 
nta, P. dispatches. Actual daily 
ccameme 1905, 4.61; cout Times, 2,040. 


- OHIO. 
Ashtabula. Amerikan Sanomat. Finnish. 
Actual average for 1905, 10.766. 


ene Billboard. America’s Leading TheatricaB 
Weekly. Cincinnati, New York, Chicago. 


Cleveland, Engineers’ Review. Actual cf: 
for 1905, 250,650; monthly aver, 30,888 copies, 


Cleveland, Pisin Dealer. Est. 1841. <Actuag 
daily average 1 79.460: Sunday 68.1938. 
Jan., 1905, Ohtzt ‘tail; Sunday, 79.187. 


Dayton. Herald, evening. Gren 1905, 17,5618. 

Largest in Dayton, ; paid at fi ‘ull rates. 
Youngatown. Vindicator. D'y ar. 

Sy. 10,178: LaCoste ¢ Maru Maxwell. N ¥. 


Zaneaville, ‘Times-Recorder. Sworn arerage 
1905.10,564. Guarant. nearest com- 
petitor and 50% in excess combined competitors, 


OKLAHOMA. 


Oklahoma Clty. The Oklahoman. 1/905 aver. 
11,161. Dec,,’05,11,980. E. Katz. Agent, N.Y. 


OREGON. 

Portland, Journal. Dy. and Sy. Actual aver. 

‘or Feb., 1906, 25,284. aver. year '05, 21,9: 
PENNSYLVANIA. 

Ohester. te. ev "ea" YY. Average 1905, 7. 740.’ 
N. Y. office, 220 B’way. F R. ortaren, Mgr. 

Erte. Times, daily. Aver. for 1905, 15,848. 
February, 1906, 16.886. E. Katz, Sp. Ag., N. ¥ 

Marriaburg. Telegraph. Sworn av., Jan., 18.- 
884. Largest paid circulat'n n in H’b'g, or no poy- 

Philadelphia, Confectioners’ Journal, mo. 
Av, 1904, 5,004; 1905, 5,470 (O®@). 


*05, 12.9105 
& Chicago. 
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Philadelphia, German Daily Gazette. 
circulation, 1905,daily 51.508: a 40s: 
sworn statement. Ctreulation books open 


Philadelphia. The Press is 
peg od — Newspaper. Be- 


sides Guarantee Star, it has 

the Gold Marks and is cn the Roll 

of Honor—the three most desir- 

able distinctions for any newspa- 

per. Sworn daily average for 1905, 

106,600; Sunday average February, 
1906, 148,168. 


“In anaes nearly everybody reads THE 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual cir- 
eulation of THE BULLETIN for eacu day in the 
month of February, 1906 


GR Sensemaur- 








Total for 24 days, 5 ry 390 copies. 
NET AVERAGE FOR FEBRUARY, 


226,641 copies a day 

THE BULLETIN’s circulation ficures are net; all 
damaged, unsold, free and returned copies have 
been omitted. 


WituaM L. McLean, Publisher. 
The circulation of THE BULLETIN is larger than 
that of any daily newspaper puolished in the 
« State of Pennsylvania. 


Philadeipnia. Farw Jouruai. 
mootaly. Wilmer Atkinson Com- 
pany, publisners, Average for 
1905, 568.266. inters’ Ink 
q@war the seventh Sugar Bowl 
to Farin Journal sor the reason 
that” ‘that paper. among all those cE. 
“publisned tu the United States, 
(has oeen pronounced the one 
‘that serves tts purpose as 
“wjor the agricultural popata. 
agricultural popu 
“tion, and as an effective and 
“economical medium Jor com- 
“municating with em 
“through its aavertising commns.” “Unlike any 
other paper.” 








THE PITTSBURG 
POST, 


o largest ony cerning) 
circulation 


un 

the an oO Pittsburg. 2 

never made use of promtome 

or gift enterprises as circula- 

tion getter. It goes to the 

bome of the buyer. The Western Pennsyl- 
vania field cannot be covered without the 
Yost. Objectionable advertising is excluded 
from itscolumns. Cir.,’05, dy. 58,778, S. 67,011. 











Local News. 
odgson,. srerayefor 
4905, In its 3éth or. 

las Chester County 
and ricinty fort tts ak meget Devoted 
to home panty RY Bw | 


West Chester. 


daily. W. H. 
eS a 





Chester 
in the State tn | = 
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INK. 


Willlamaport, Grit.- America's Greatest 
Weexly Average 1905,226.718. Smith & Tnaump- 
sun, Keps., New York and ie and Chicago 


Terk. Dispatch and 
18,551. Enters foe therde or Tor 


RHODE ISLAND. 


Pawtueket. Evening Times. Average cir- 
culation, 16,889 for 1905, 


Previdenee. Daily Journal, 17.290 (‘O@) 
Sunday,20. 486 (@6). Er ening Bulletin Ss. S36 
averuye 1904. Provi t- Journal Co.. pubs. 


Weateriy, Sun. Geo. H. Utter, pub. 5% -_ 
4.467. Largest circulation in Southern R 


SOUTH CAROLINA. 


Ohariesten. poening Post. Actual dy. aver- 
age for 1905, 4.808 


Columbia, State, Actual aver- 
age sor 1905, daily 9.587 copies 
(OO); semi-weekly, 2,625. Sunday 
05; 11.072 (OO). Actual average 
July to Dec. 34, '05, daily 10,153; 
Sunday 11,524. 


TENNESSEE. 


Knexville Journal i, Trib- 
une. Daily average year ending 
Dee. 31, 1905. 18.018.) Weekly 
average 1904, 14,518. 

One of only three papers tn 
the South, and only paper in 
egg awarded the Guarantee 

The leader tn news, circula- 
tion, influence aa ‘ade ertising age. 


Mem phi», Commercial Appeal, daily. Sunday. 
weekly. average ist 9 — 1905, dai ily 89. 120 
Sunday, 55.497. weekly, Smith & 
Thom: psun, Representatires N.Y.& Chicago. 


Nashville. Banner, dally. Aver. for year 1903, 
18,772; for 1904, 20.708; for 1905, $0,227. 


TEXAS. 

Denton. Record and Chronicle, ae av. 
1905, 974. Weekly av.. 8,141. The daily and 
weeily reach nearly 30 per cent of the tax paying 
Samilies of Denton county. 


Sor 1905, 





El Paso.Herald. Av.’05,5,011; Feb. '06, peg hy 
hi show HERALD in EI 
he per eligible to eit 

of Honor. J.P. Smart, 150 Nassau St., N. Y. 


San Angelo, Standard, weekly Average for 


1904,2.909. 
VERMONT. 


Barre. Times, daily. F. f. Langley. Aver. 1905, 
8.527, for last six months, 1905, 8,691. 


Daily News, evening. Actual 


Burlington, 
6.018 ; 19v5, 6,386; December, 


ily average 1904, 
1905, 7.491. 
Burlington. Free Press. Daily av. ’04, 6.682 ; 
‘05, 6.558. Largest city and State circulation. 
Examined by Assoc’n vf American Advertisers. 


Rutland. Barali. Average 1904, $3,527. Av- 
erage 1905, 4,286 
St. Albana, Messenger, daily. 
Sor 1905, 3,051. 
VIRGINIA. 
seeel: Dispatch. Areriuge 1904, 9.400; 1905, 
60. Dec., 0sav 12.656. Largest circu’n. 


Norfelk. Landmark (@@). Leading home 
paper. Circ. genuine. Nopads. VanDoren, Sp’!. 





Actual average 


R Boome mond, Times-Dispatch, 
morn 

Actual daily 
pad December. 505. eat High 
price circulation 
or supleation. In > ed per emf 
of Richmond homes The State 
paper 











DS; 












by Sn nnn sal 
Olympia. | 
to 6 pages daily, 12 pees Setrdays 
Tacoma. corres 1905, 15,344; 
Bunday, 20,3 oon 642. 

Tacoma. News. Daily average 5 months end- 
éng May 3/,16,827%. Suturday issue, 17,495. 
WEST VIRGINIA. 

Parkersburg. Sentinel. gt. R. E. Hornor, 
pub. Average for 1904, 2.82 








Wheeling. News. Daily paid circ., 11.196. 
Sundog paid circ. 11.887. For 1905.” Guaran- 
a paid circulation equal to any other two 
Wheeling papers combined. 
WISCONSIN. 
Janesville. Gazette. d’ly and s.-w’y. Circ’n— 
average 1905, daily 8.1493 semi- 'y 3,059, 





Madison. State Journal, dy. C:rculation aver- 
age 1905,8,.482. Onlyasternoon paper. 


Milwaukee. Evening Wisconsin, d’y. 
26,648; February, 196, 27.729 (@@). 


Pron me Bar even. 

Average 1°05. 40.517: . 1%.6, 
43.224. yh nd aiiy ron 
lation of The waukee Journal 
18 double that of any other even- 
ing and more than is the pad 
circulation of any Milwaukee 
Sunday newspaper. 


Av.1W5, 





Average ier 
Average for the the year, 1905, 7,65 


4, T** WISCONSIN 
Agricotrorist 


Est. 1877, ies 


Gahkosh, Northwestern. day. 
9904, 7.281. 








Racine. w in.. 
Jor 1905, 41. 
oeher paner- Adv. $2.90 an inch. 
N. Office. Temple Court. 

e. pA. . My Mor. 


WYOMING. 
oe, es Actual daily average vet 
Sor 1905, 4.51 


virculation in Wisconsin than any | 
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BRITISH COLUMBIA. 
Vancouver. Province. daily. Arerage for 
1905, 3.687; Feb.. 186, » 9-088, H. DeC ° 
U. 8. kepr., Chicago a: id New York. 


Vieteria. Colonist, daily. Colonist P.& P. 
Co. Aver. for 1904, 43.56 (4) ; for 1905, 4,802. 


MANITOBA, CAN. 
2 hig ge we. Free | Press, a oe and weekly. ad 
Date Fel Parcars, r~ $2. 374. oe 


Winnipeg. Der Nordwesten, Canada’s Ger- 
man ay and Agricultural Weekly. Reaches 
al! the —- ing population of 200,000— 
its exclusive fie Average for 1905, 13,682; 
FOR LAST SIX MONTHS, 15,718 


Winnipeg. Telegram. Daily av.’05, 18,7073 
last three’ mouths 20,577, (Sat. 23,000). 


NEW BRUNSWICK, CAN. 
St. John. Star. Actual daily arerage for 
October, November, December, 1904, 6,091. 


NOVA SCOTIA, CAN. 


Halifax, Herald (© ©) and Evening Mail. 
Circulation, 1905, 15,553. t rate. 


ONTARIO, CAN. 
Teronte. Canadian Implement and arene 
Trade, monthly Average Jor 1905, 6,088 
Teronto, The News. Sworn arerage daily 
circulation for year ending Dec. 30, 1905, $8. 282. 
Advertising rate s6c per inch. Flat. 





Toronto. Star, daily. Daily average Feb 
ruary, 1906, 41, 938 copies. 


QUEBEC. CAN. 
Montreal. La La Presse Pub. Co. 
Lta., publishers. Actual averaye 1904. daily 
| 80,259; 1905, 96,771; weekly, 48,207, 
Montreal. Star. dy pg! Grabam &Co. At, 
| for 1904. dy. 56.795, wy. 125,240, Av. for 195, 
dy. 58.125; wy. 126,807, 


Sherbrooke. Daily oeo Average 1905, 
{ 6,152: February, 1906, 6,892 

















St. Albans (Vt.) “Messenger. 








be derived from the 


vertisers. 





We believe our announcement in the 
‘‘Roll of Honor” gives us greater benefit 
in its influence on advertisers than could 


any other channel of publicity open to a 
newspaper in presenting its claims to ad- 


The fact that only papers giving de- 
tailed circulation statements ‘‘according 
to Rowell” are eligible is what gives this 
service its peculiar effectiveness. 


Tue St. Atsans MeEssencer Co. 
St. ALBANS, Vt., March 13, 1906. 


same expenditure in 











36 PRINTERS INK. 





(oo) GOLD MARK PAPERS 0) 









Out of a total of 23,146 publi 
per a tek) aed hundred and —— are 
marks (OO 


Directory, cost 20 cente per line 
$20.80 ton. a all year, 10 per ceni 


ications listed in the 1906 issue of Rowell’s American N. 
distinguished 


from all the others by the so-called gold 


). 
gy under this classification, from publications having the gold marks in the 
r week, two lines (the smallest 
iscount, or $18.72 per year spot 


advertisement accepted) cost 
cash. if paid wholly in advance, 





































































WASHINGTON. D.C. 
THE EVENING AND SUNDAY STAR (@@). 
Reaches 904 of the Washington homes. 


GEORGIA. 


ATLANTA CONSTITUTION. Aver. 1905, Datly 
88,590 (OO), Sunday 4%, 781, Wy,'04, 107,925. 


ILLINOIS. 

GRAIN DEALERS JOURNAL (@60). Chicago. 
Largest circulation; best in ; best in point of quality. 
BAKERS’ HELPER (@ ©). ©). Chica. only “Gold 
Mark” baking journal. Old le best 
known. Subecribers in ma Stave and eeritery. 


be rage oc ©». “Only pa) paper in Chica 
ceiving this k. because TRIBUNE. ads bring 
satisfactory results. 


KENTUCKY. 
LOUISVILLE eget coal pte oa (© ©). 
Best paper in city ; read by best 


MASSAOCH ew. 

BOOT AND SHOE RECORDER, Boston (© ©). 
greatest trade paper; circulation universal. 
BOSTON PILOT (© ©), every Saturday. Koman 
Catholic. Patrick M. Donaboe, manager. 
BOSTON EVENING TRANSCRIPT (@©), estab- 
lished 1830. The only gold mark daily in Boston. 
Boston, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
tries of America. 

TEXTILE WORTD RECORD (@©), Roston, is 
the “bible” of the textile iudustry. Send for 
booklet. “The Textile Mill Trade.” 

WORCESTER L’OPINION PUBLIQUE joo is 
the leading French daily of } of New Englan 


MINNESOTA. e 


NORTHWESTERN MILLER 


) Minneapolis, Minn; $3 per year. Covers 
a ing and {four tra de walt over the world. The 
only “Gold Mark” ~ + journal! (OO). 


NEW YORK. 

BROOKLYN a (©O) is THE advertising 
medium of Brook! 

THE NEW ona — (© ©). Over 100,000 
net bona fide sale in New York City 

THE POST EXPRESS (@©). Rechaner, N.Y. 
Best advertusing medium in this section. 


ARMY AND NAVY JOURNAL (©©). First in 
its class in circulation. influence and prestige. 


THE CHURCHMAN (©6). Fst. 1844; Satur- 
days; Protestant-Kpiscopal. 47 Lafayette Place. 


THK IRON AGE (QO), established 1855. The 
recognized authority in its representative fields. 


ELECTRICAL REVIEW (© ©) covers the field. 
—— studied by thousands. Oldest, ablest 
weekly. 


’ ENGINEERING NEWS (Q©).—A periodical of 
the highest character.—Times, Troy, 

. News prints more transient ads than all 

other technical papers: 1% & 3c. a word. Try it. 


HARDWARE DEALERS, MAGAZINE, 
“3 +4 arerage 1ssue, 19,0: 
. MALLETT. Pub.. 283 Broadway, N. 7. 


ms RAILWAY. JOURNAL (60). The 
ees dard au ant the world over on street and 

terurban gs wae 8 Average weekly circu- 
istion during 1906 w: 160 sinner 


NEW YORK HERALD (@©@). Whoever men- 
tions America’s ieadin > newspapers mentions 
the New York HERALD 


CENTURY MAGAZINE (@ ©). There area few 
people in every community who know more 
than all the others. Taese people read the 
CENTURY MAGAZIxE. 


NEW YORK be 2 ©). daily and Sun- 





day. Establish conservative, clean 
and up-to-date Dewapaper, whose readers repre- 

sent and p ing powertoa high- 
grade advertiser. 


ELECTRICAL WORLD (©¢ © ©. established 1874. 
The great international weekly. The consolida- 
tion of the ge WORLD AND ENGINEER 


GINEER 
(weekly) i3 702; AMERICAN ELECTRICIAN (month- 
, 7; 


OMLO 
CINCINNATI Peon, Great—infiu- 
ential—of world-wide fame. ——— 
medium in prosperous Middle 
information supplied by Beck by Bocmwite s N. yu “chicago. 


PENNSYLVANIA. 

THE PRESS (© ©) is Philadelphia’s Great 
Home Newspaper. it is on the Roil of Honor and 
has the Guarantee Star the Gold Marks—the 
three most desirable distinctions for any news- 
paper. Sworn daily average ie 106,600; Sun- 
day average Feb bruary, 1906, 1 1906, 148, 


THE PUBLIC LEDGER (¢ (@e)-Indepen ndence 
Halland Public Ledger are Philadelph land- 

marks; only paper ailowed in thousands of Phila. 
delphia homes. Circulation now larger than in 
70 years. PUBLIC LEDGER gained | columns 
advertising in five months — Dee. Ist, 1905, 
over same period 1904. 





THE PITTSBURG 
©® DISPATCH oe 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg fieid. Only two-cent 
morning paper assuring a 
profitabie to advertisers. 

delivered circwation in Greater Pittsburg. 











SOUTH CAROLINA. 


THE STATE (©©), Columbia, 8. C. Highest 
quality, largest circulation in South Carolina. 


TENNESSEE. 

THE TRADESMAN (@©) Chattanooga, Tennes- 
see; semi-monthly. The South’s ‘authoritative 
industrial trade journal. 

VIRGINIA. 

THE NORFOLK LANDMARK (©©) is the 

home paper of Norfolk, Va. That speaks volumes, 


WISCONSIN. 
THE MILWAUKEE EVENING Wenconess 
(©). the only gold mark- daily in Wisconsin. 


Leas than one thousand of its ER, take any 
other Milwaukee afternoon newspaper. 


ANADA 


Cc 
THE HALIFAX HERALD (© @) and t the EVEN- 
ING MalL. Circulation 15,558, 
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NUMBER 


NEW YORK 
HERALD'S 
(00) 
FASTER 


will be issued 


Sunday, April § 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popuiar Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading, from papers of the 
requisite grade ana class, cost twenty cents per line per week. 
Under a YEARLY contract, two lines (the smailest advertisement 
accepted) cost $20.80 for a full year, ten per cent discount, or 
$18.72 spot cash, if paid wholly in advance. 





CALIFORNIA. 
TT BILLBOARD for musicians, vovalists and 
lecturers. Francisco, 37 Phelan Bidg., 
806 Market St. 


COULOKADO. 
T= Denver Post, Sunday edition. March 18: 
1903, coutnines 4.473 different classified ads, 
a total of 98 9-10 columns. ‘The Post is the big 
Want medium of the Rocky Mountain region. 
The rate for Want advertising in the t’osT is 5c. 
per tineeacb insertion. seven words tothe line. 





CON NECTICOT. 
ERIDEN, Conn.. RECORD covers field of 50.000 
a popu ulation ; working people ar a 
mechanics. Classified rate, cent a wo 
five cents a word a week. “Agente Wanted. 3 
etc.. half cent a word a day. 


DISTRICT OF COLUMBIA. 
NEE EvenIne and Sunpay Stak. Washington, 
D.C. (®@ ©), carries DOUBLE the number of 
Want Aps of any other paper. Rate lc. a word. 


GEORGIA. 
gn 4 advertisements in the Press, of 
. Ga.. cost one cent a word—three 
tnserthons =_ ‘price of two—six insercions for 
price of 


ILLINOIS. 
[HE ae NEWS is Chicago’s “Want ad” 
Directory ath ikea 


TT saemaiees News is the leading Want ad 
medium of Centra! Eastern Lilinois. 


ss HE BILLBOARD for privilege men and con- 
cessionaires. CHICAGO, 87 S. Clark, Room 61. 


oy (IL) JOURNAL reaches over 13.000 of 


e prosperous people of gaa Illinois. 
Rate, one cent per werd each issue. 


INDIANA. 
HE Terre Haute Stak is the ized Want- 
Ad medium of Terre — sults have 


made it so; one cent t per wor word 

‘i Ht. Muncie Star is ae the only classi- 
fied —— | in . Delaware Vounty, 

and seven a ning counties. 

More pe ty “Pe rs are printed daily in the 
Muncie Stak than in ail other papers in its terri- 
tory combin 

— the month of nth of January, 1906, The In- 
lis STAR sprays over 88 090 lines 


of quae advertising. In the same month in 
ee te the _— published 64 bh fd a gain of 
155 


This ‘arpunnent in itself is strong enough to 
show the prestige of the Indianapolis Star and 
the pulling power of its f its advertising columns. 


HE Star e, >, consisting-of the Indianap- 
olix Stan, Muncie Stak and Terre Haute 
STaR, generai offices at Indianapolis. are leaders 
collect — and a in the volume of 
classified a acannon Rate in each, one 
= per word; com hav Tate, two cents per 


wie you want results from classified advertising ad 
eague. 


in Indiana, use the Star 1. 
HE Indianapolis \zws during the year 1905 
printed 96.982 more classified advertise- 
ments tnan al. other aE ot indianapolis 
eombined. printing a total of 296.941 separate 
paid Want acs during that aoe 


1OWA. 
4 bie Des Moines CapiraL guarantees the lar- 
in 


turns always. The 
month $1 per line. It is published six kL. Ag 
a week; Saturday the big day. 

‘TRE Des Moines REGISTER AND LEADER: Td 
morning paper; carries more “wan 


vertising - any other lowa newspaper. Une 
cent a wo: 


MAINE. 
HE Eventine EXpress carries more Want ade 
than all other Portiand dailies compined. 


MARYLAND. 
Nise Baltimore News carries more Want Ade 
than any other Baitimore daily. it is the 
recognized Want Ad medium of timore. 


MASSACHUSETTS. 
HE Boston EVENING TRANSCRIPT is the lead- 


rs than all other Boston dailies combined, 





7s BOSTON GLOBE, daily and Sunday, in 
1905. printed a total of 427.227 classified ads 


gain of 9,999 over 1904, and was age more 
than any other Boston paper carried in 1905. 





2 5 CENTS for 30 words, 5 days, 
DatLy ENTERPRISE, Brock- 


ton, Mass., carries solid page 
Want ads. Circulation exceeds 
10,000. 
MICHIGAN. 
SS. COURIER-HERALD (daily), only Sun- 
per; result wetter; circu tion in ex- 


cess of 1 00; ic. word; ce. subsequent. 


MINNESUTA 


™ bape poe ee is L- recognized 





HE MINNEAPOLIS TRIBUNE TRIBUNE is the oldest Minne- 
apolis daily and has over 100,000 subscribe: 
which is 30,000 odd day over and above any 
other Minneapolis fm its evening edition 
alone has a larg in by 
many bousands, ‘than any rd evening paver. 
tp of Want advertise- 
ments every ween ra full price (average of two 
a day). no free ads; price covers both 
morning an? evening issues. Rate, 10 cents per 
line, Daily or Sunday. 








HE Minneapolis Daily and Sunday JOURNAL 
carries more classified ad —— than any 
other Minneapolis newspa ree Wante 
and no Clarivoyant nor o jectionable medica] 
vertisements or 





Correct sified Wants printed 
In February. 115,892 hanes Individual Vadver- 
tisemente, 18,071. 

Circulation, 1908, 57,039; 1904, 64,384, 1905, “=. 


First two months #06. 68, 840. The average 
day circulation, 68,287. 
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‘T= ST. PAUL DISPATCH IS ALL YOU NEED , 


in St Paul for Want Ads. It carries more 
advertising than all other St. Paul mediums 
combined. The sworn average daily net printed 
and sold circulation of the St. Paul DiIsPaTcH 
for year 1905 was 60,563—no returns allowed. It 
is the only newspaper of its circul in St. 
Paul or Minneapolis that charges full rates for 
all classifications of want ads. The 1905 want 
advertising shows an increase of 218,400 lines 
over 1904, Seven telephone trunk lines assist in 
receiving lccal classified business, 


gp OxIL. 
HE Joplin GLo! carries more Want ads 
than cil other papers in Southwest Missouri 
combined, because it gives results. Une centa 
word. Minimum, léc. 


NEW JERSEY. 
Dp“ ENTERPRISE, Burlington—Want me- 
dium of the county; lc. word; results sure. 
LIZABETH Daity JouRNaL—Leading Home 
r; 10to v es. Only “Want” Med- 
ent-a-word. Largest circulation. 

N Ew48K. N. J, Frere ZeiTune (Daily and 
4N Sunday) reaches bulk of city’s 100,000 Ger- 

mans, Onecent per ord , 8 cents per month. 





NEW YORK. 


MHE Leg a. A. no rivals in Brooklyn‘s 
classified b 


T UE Post Exranss ig s is the best afternoon Want 
ad 1D Rochester. 








LBANY EVENING JOURNAL, Eastern N. Y.'2 

best paper for Wants and classified ads. 
HE BILLBOARD for actors, actresses and 
performers. New York, 1450 B’way, Koom 8. 


pAnt ARGUS. Mount Vernon. N.Y. Great- 
est Want ad med in W b County. 








UFFALO NEWS with over 95,000 circulation, 
isthe only Want Medium in ‘Buffalo ana the 
Want Medium in the State, outside of 

New ew £0 rk City. 


HE Trwes-Uni0n, of Albany, New Bho 
ter medium for wants and Invited 
matter than any other paper in ‘Alba 

grea’ 


a ter than bang, and 

daily papers in that city. 
pose = INK ponienn weekly. The rec- 
jeaa antad medium for 


want ad ot molly oo ya, articles, aavertis- 
i novelties, printing. written circulars, 
rubber stamps, ~ devices. adwriting, halif- 
tone making, an +-y-~4 enn whicn 
interests and appeals to rtisers and busi- 
ness men, Classified ps tn 20 cents 
a line per issue flat : six words toa line. Sample 
copies. ten cents. 


NORTH DAKOTA. 


RAND FORKS HERaLp. Circ. Sept. ’05, 6,515. 
Examination by A. A. A., June 05. Bi 
Daily inN. D. La Coste & Maxwell, N. Y. Rep’s. 





OUNGSTOWN VinpicaToR—Leading “Want” 
medium. ic. per word. Largest circulation. 


HE BILLBOARD for street men, sidewalk 
salesmen, drifters and itinerant merchants 
in all lines. Although essentially and primarily 
atheatrical and amusement journal, the demon- 
strating salesmen and peddlers of the sidewalks 
have also clsimed it for their own. Practically 
every one of —_ in ay, reads it regalariy 
every week; 15 cents rer line flat. 
Address Tat ILLBUAKD PUBLISHING CO., 
Cincinnati, 0. 


OKLAHOMA. 


HE OKLamoman. Okla. City. 11.980. Publishes 
more Wants than avy four Okla.competitors. 


OREGON. 
ORTLAND JOURNAL, Daily and Sunday, 
leads in “Want ads.’’ as well as in circula- 
thon, in Portland and in Oregon, 
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PENNSYLVANIA. 

‘(HE Chester. Pa., TIMES carries from two te 
five times more classified ads than any 
other paper. 


Y DON’T YOU PUT IT IN 

TAY PHILADELPHIA BULLETIN # 

Want Ads. in THE BULLI LLETIN bring 
prompt retu: 

delphia nearly 


rns, because “in Phila- .« 
— reads 


'8E BULLETIN 
Net daily average circulation for 
Feb; 906 : 


ry, 
226,641 copies per day. 
(See Roll of Honor column.) 





TEXAS. 
HE EVENING TRIBUNE, Austin. Texas. baie 
city circulation 1.800. Outside circulation! 

400. One cent a word. 


VIRGINIA, 

GE News Leaver, open ad afternoon: 
except Sunday, ichmond largest. 
circulation by long odds (28,575 ca 1 year) and 
the recognized want advertisement medium ip 
Classified advts., one cent a word per 
insertion. cash in advance: no advertisement 
counted as less than 25 words; no display. 


BRITISH COLUMBIA. 


ICTORIA COLONIST. Oldest established 

paper (1857). Covers entire Province. Great-, 
est Want Ad medium on the Canadian Pacifie’ 
Coast. oY Ciarence Fisber, 634 Temple Court 
Bldg., » N. ¥., Special Eastern Agent. 


CANADA. 
\HE Halifax HERALD (@O©) and the Mait—Nova 
Scotia’s recognized Want ad mediums. 


A PRESSE, Montreal. La Largest daily ci 
tion in Canaaa witnout ——. (Dedty- 

95.825. Saturdays 113.892—sworn to.) Carries 
wanta?sthanany French rench newspaper in the worla 


pa HE DAiLY TELXGRAPH, St. Jobn, N. ee is the 
~~ — ~ the maritime 

reulation and most wu: to-date paper of 

Eastern Canada. Want ads one cent a word. 

Minimum charge 25 cents. 


6 Ne Montreal Daly Stak carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FamMILy HeRaLD axb 
WEEKLY STAR carries more Want —— 
than apy oiher ball paper in C 


J ik Winnip Freer Pi PREss carries more 
P fvertisoments than 


pa | papers published in Western Canada 
mined Moreover, the ® PRESS carries a 
genecel advertiding than any 


larger volume of 
in the Dominion. 


other daily paper 


centers aie aaa 
TRUE GENIALITY, 
Although it was Quaker Oats that 
introduced to the public a bunch of 
people wearing what was alleged to be 
“the smile that won’t come off,” the 
only character who actually owns that 
kind of a smile is the mirthful darky 
of Cream of Wheat. His beaming ex- 
pression seems to be the most durable 
affair ever invented, and while eack 
month he appears in a brand-new posé, 
his soulful countenance is always ex- 
panded ‘by the same old smile.—Profit- 
able Advertising, 
I ae 
Tue better a man understands the 
advertising game, the better luck he 
seems to have.—Agricultural Adver- 
tising. : 
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A Special Issue|o 
To GENERAL A 
April 18, 1906. Priss 














OR the primary purpose of obtaining new subscribers, WwW 
a copy of PRINTERS’ INK for April 18, 1906— press | ww 
day as above stated — will be sent to about 19,000 names, | is 
making a total edition for April 18th of, approximately, | 
34,000 copies. * * * “ 
The nineteen thousand extra copies are sent to as ts 
many names, marked personal. Every copy so marked | e 
goes to an advertising manager or a member of a firm who 
is in charge of the advertising department. This list is | 5 


entirely up to date. It was compiled by a trained statisti- 
cian of the Chicago Daly News, which went to every 
reasonable source and expended every reasonable effort to 0 
get every name possible who is connected with, or has 

any relation to, the general advertising business in the 

United States. 

Mr. S. S. Rogers, of the Mews, says: “It is the largest a 
of any advertiser’s list in the country— live, up-to-date 
names. It does not merely consist of firm names, but the , 
names of those who direct the firms’ advertising.” 


nen Cb 


* * * 


PRINTERS’ INK will pursue a follow-up campaign ex- 
tending over four weeks for the purpose to convert these 
people into readers of the Little Schoolmaster. Every 
party so followed up needs PRINTERS’ INK and its helpful 


The Printers’ Ink Pul 


10 Spruce Street, Ne 


4@a<d4dm ww 
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ielof Printers’ Ink 
ADVERTISERS 
Pris Day, April 11, 1906. 

















Ts, weekly suggestions and information, and many of them 
eSS | will be convinced of this fact when they read the special 
es, | issue of April 18th, , 4, y 
y, If you are the publisher of a newspaper or magazine 

of character, one that has a story and facts worth present- 
as ing to an advertiser, you can find no better, no more 
ed | effective and economical medium than PRINTERS’ INK, and 
ho particularly no more advantageous single issue than the 
” special edition above set forth. 
tle The same argument is true for anyone else who makes 
sd or deals in anything which large and small advertisers use 
to or ought to use in the conduct of their business. 
jas 
he 

LTHOUGH the April 18th edition goes to almost 

” A twenty thousand extra and especially valuable names, 
in the usual rates only will be charged as stated below. 





- | Forms Close April 11, 1906. 


ADVERTISING RATES: 








“d 20 cents a line, $3 one inch, $10 quarter page, $20 half page, $40 for whole 

page. For advertisements in specified positions, if granted, double price 
ry will be charged. A discount of 5 per cent may be deducted if check is sent 
ul with order and copy, which must reach this office on or before April 11, 1906. 


k Publishing Company, 


reet, New York City. 
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PRINTERS’ INK. 
PRINTERS’ INK. 
A JOURNAL FOR ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Pubiisners. 


wen 
issued every Wednesday. Subscription , 


lars a year. one dollar for six” 


months. inadvance, On receipt of five doilars 
four paid subscriptions, sent in at one ume. will 
be put down for one year each and a larger pum- 
ber at the same rave. Five cents acopy. Three 
deilars a hundred. Being printed from ste 

type plates it is always possible to supply bace 
numbers, if wanted in lots of 500 or more. but in 


= sucb 
updred. 


and space usea paid f for rata. 
Two lines verti 


cases 


the charge will be five doliarsa 





ADVERTISING RATES. 
advertisements W centsa line, pearl measure, 
15 lines to the inch ‘$3); 200 lines to the pege 1 $40). 

F _— ed position selected by adver- 
tisers. it granted, douvie price is demanded. 

On time contracts the last copy is repeated 
when new cupy fails to come to id one week 
in advance of day of ayn 

Contracts by the month, quarter Or year may 
be discontinued at the pleasure of the advertiser, 


taken. Six 





words make a line. 
ant appearing as reading matter is in- 


all oe must be handed in one 
week in advan 
Ad vertisers to ‘the amount of $10 are entitled 

to afree subscription for one year, if demanded. 





Cuar.es J. ZINGG. 
Editor and Manager. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.50-52 Ludgate Bill.EC 








NEW YORK, MARCH 28, 1906. 








PRINTERS’ INK is absolutely 
an independent journal, con- 
nected ir no way whatever with 
any advertising agency, seiling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 





Freperick H,. Srecrriep, for 
some time business manager of 
the Textile Manufacturers’ Jour- 
nal, has become business manager 
of the D. O. Haynes & Co. phar- 
maceutical 


York, 


publications, New 





J. Greson Locvue, the seventeen 
year-old editor of the Speck of 
Williamsport, 


Pennsylvania, as- 


serts that 5,000 copies of his pub- 
lication are printed every month. 
In a letter to Printers’ INK he 
says, “I intend to keep at it until 
the Speck 
highest 
country.” 


class 


shall rank with the 


Magazines of the 





Tue Richardson Special Agency, 
Temple Court, New York, now 
represents Farm and Home, of 
Louisville, 





ANOTHER Hearst paper, called 
Hearst’s Weekly Examiner for 
the Home and Farm, will be is- 
sued from Chicago in April. The 
initial number will have a guaran- 
teed circulation, it is asserted, of 
100,000 and probably 200,000; The 
new publication, in addition to the 
department devoted to agriculture, 
will contain many of the special 
features which appear regularly in 
the Hearst dailies. 








AN OLD-TIME REMEDY RE- 
SUMES ADVERTISING. 


“Tf Lam Darwin’s grandpa, 
It follows, don’t you see, 
That what is good for man and beast 
Is doubly good for me.’ 


This verse, under the picture 
of a monkey, was a familiar ad- 
vertisement thirty years ago. The 
old-time linament it exploited, 
Merchant’s Gargling Oil, has not 
been advertised since the death of 
its originator, John Hodge. But it 
is still made at Lockport, N. Y., 
and sold in large quantities, and 
under a more aggressive business 
policy that has been recently in- 
augurated the company that suc- 
ceeded John Hodge is to adver- 
tise again it is said. 








ENGLISH DECISION ON 
WHISKEY, 


An English court has given a 
decision that has important bear- 
ing on Scotch whiskies, ruling 
that “pot still” whiskies, made in 
the old-fashioned way, are true 
whiskey, but patent still liquors, 
blended, are not. Pot still whis- 
key is made in the Highlands of 
Scotland, and is extensively ad- 
vertised in this country as such. 
No pot still whiskey, though, so 
far as the Little Schoolmaster re- 
members, has ever been advertised 
by an explanation of what makes 
its superior quality. It would 
seem to be a good thing to get 
busy with this decision, 
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On Sunday March a2sth, the 
New York Times issued a special 
real estate issue. 





THE Horseman and Spirit of the 
Times, Chicago, has moved to 
new offices at 357 Dearborn street, 
that city. 





Joun Apams THayer, of Every- 
body’s, recently celebrated his 
birthday at the Glenwood Hotel, 
Riverside, Cal. Geo. W. Wilder, of 
the Butterick Company, assisted. 





Tue Theo. Ricksecker Co., the 
well-known perfumers of New 
York, are starting a campaign of 
advertising for their soaps. The 
appropriation will be handled by 
the Frank Presbrey Co., 3 West 
2oth street, New York. 





HucuHes & MUELLER, who con- 
duct a high-grade tailoring estab- 
lishment at 1512 Walnut street, 
Philadelphia, have issued a small 
booklet containing thalf-tones of 
their new building, which give 
evidence of unusually handsome 
appointments. Indirectly the 
pamphlet aims to disarm any sus- 
Picion of exclusiveness which 
might be thought to exist in the 
establishment. “This is not an 
exclusive place,” it states; “our 
‘Young Men’s Department’ prices 
will suit the moderate purse.” 


ADVERTISING NOVELTIES. 


Owskco, N. Y., March 19, 1906. 
Editor of Printers’ INK: 

I make small ee novelties that 
would make a splendid side line for traveling 
men, What mediums would you advise me to 
advertise in to reach the traveling men? 


Yours fray, 
J. C. Kenyon. 


Printers’ INK goes weekly to 
more advertisers than any gther 
publication. Its classified col- 
umns, twenty cents a line, six 
words averaging a line, ought to 
be ‘the best medium to appeal to 
advertisers. You might also use 
the classified columns of the big 
daily newspapers, like the Kansas 
City Star, Chicago Daily News, 
New York Herald, Boston Globe, 
Philadelphia Bulletin and others. 
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In its March issue American 
Homes and Gardens had ninety- 
three columns, 15,573 agate hnes, 
of advertising exclusive of that of 
the publishers. 





Tue International Reform Bu- 
reau, Washington, has been cir- 
culating a book of “Patriotic 
Studies” under a Congressional 
frank. The Postoffice Department 
has decided that it is not a public 
document printed by order of 
Congress, and therefore not en- 
titled to this privilege. Rev. 
Wilbur F. Crafts, of Washington, 
is head of the bureau. 





“OncE Upon a Time” is 4 
chatty ‘booklet of fables and nod- 
ern instances from the Boston 
Leather Binding Co., Boston, call- 
ing attention to the concern’s va- 
rious leather advertising novelties, 
These comprise pocket memo 
books, match safes, coin and bill 
receptacles, etc., and the booklet 
is intended to bring inquiries for 
the company’s catalogue. 





Tue Capital, of Topeka, Kan- 
sas, states that it carried 55,059 
lines of want advertising in Feb- 
ruary, a gain of 31,601 lines over 
February, 1905. The average cir- 
culation of the Capital’s daily edi- 
tion in 1905 ‘was 20,459. Arthur 
Capper, its publisher, believes it 
to have a larger circulation than 
any other daily in the country 
published in a city no larger than 
Topeka. 





On March 17, 1856, A. C. Kess- 
inger entered the employ of the 
Rome, N. Y., Sentinel, and this 
month he celebrated the fiftieth 
anniversary of the event. The 
happening is worthy of note, for 
Mr. Kessinger’s record is one 
seldom attained in any field. At 
the present time he is editor of 
the paper and president of the 
Sentinel Company, but the has 
been apprentice, journeyman and 
foreman in the mechanical depart- 
ment, and also served as a city 
reporter. 
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ALL advertising for the Harts- 
horn Shade Roller Co., Newark, 
N. J., is handled by the New York 
office of the J. Walter Thompson 
Company. 





IT is asserted that the Chicago 
Tribune carried during the last 
three months of 1905 more finan- 
cial advertising than any other 
Chicago daily. 


STARKE AGENCY ELECTS 
OFFICERS. 


At the annual meeting of the 
Starke Advertising Agency held 
last week Mr. M. Lee Starke was 
re-elected president, Mr. Robert 
McMullen elected vice-president, 
Mr. T. F. Kennedy secretary, and 
Mr. Edward M. Baker, treasurer. 





THE circulation of the Birming- 
ham, Alabama, Age Herald for 
1905, as shown by detailed state- 
ments recently furnished to 
Rowell’s American Newspaper 
Directory, was as follows: Daily 
12,613; Sunday 20,679; weekly 
24,148. The statement though 
satisfactory came too late to re- 
ceive attention in the Directory 


for 1906. 


THE first number of a real 
estate publication, entitled Land 
and Money, has been received 
fron Utica, N. Y. While of 
value primarily to persons inter- 
ested in Central New York prop- 
erty, it gives promise of becom- 
ing serviceable to real estate peo- 
plé located outside that section of 
the State. Charles J. Fuess is the 
editor. 








Metz B. Hayes has succeeded 
Frank G. Smith in the manage- 
ment of the advertising depart- 
ment of Appleton’s Booklovers 
Magazine, and has appointed 
William A. Trowbridge assistant. 
Mr. Hayes has been associated 
with the management of Outing 
and the American Illustrated 
Magazine, formerly Leslie’s 
Monthly, for the past fifteen 
years. 


THE Washington, D. C., Star is the 
requisite for a successful advertising 
campaign at the National Capital. 





It is said that Mr. Steven B. 
Ayres, who owns the control of 
the Ayres Advertising Agency at 
1123 Broadway, has been making 
some successful real estate deals 
of late. On a transaction in the 
Bronx it is reported that he netted 
over $50,000 profit. 





THE LATEST ADDITION TO 
THE STAR GALAXY. 





At the time of going to press Mr. 
H. Godin, general manager of the 
Montreal (Canada) Za Presse, wires 
for admission of his paper to the cele- 
brated group of newspapers known as 
the Star Galaxy. The certificate will 
be reproduced in PRINTERS’ INK for 
April 4, 1906. 

La Presse has the largest circula- 
tion of any daily in the Dominion. 
The actual daily average for 1905, as 
shown by a detailed statement filed 
for use in Rowell’s American News- 
paper Directory for 1906, was 96,771 
copies, 


SUBURBAN BOARD OF 
TRADE ADVERTISES. 


The Board of Trade of Ridge- 
wood, N. J., a suburban town of 
3,000 population on the Erie rail- 
road, twenty-two miles from New 
York, calls attention to that place 
as a home for those who do busi- 
ness in New York. A handsome 
illustrated ‘booklet, “Ridgewood, 
N. J,, and Why,” has been pub- 
lished for general distribution. 
The text matter is by Henry J. 
Phelps, well known as a writer of 
transportation advertising, and 
deals with Ridgewood’s accessibil- 
ity, healthfulness, social advan- 
tages, home life, etc. The pictures 
show typical homes in the town, 
with choice bits of surrounding 
country. 
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Tue National Biscuit Company 
has brought out the third edition 
of a compilation of the opinions, 
orders, injunctions and decrees of 
United States Courts relating to 


unfair competition and the in- 
fringement of the company’s 
trademarks. Twelve cases of 


trademark litigation are recorded 
in the book, and in addition to 
these, 249 infringements of trade- 
marks, trade names, labels, wrap- 
pers and the equitable trade rights 
of the company have been aban- 
doned by various manufacturers 
under notice, but before suit. 





NOT QUITE AS PLAIN AS MUD. 


74 Boylston Street, 
Boston, Mass., March 16, 1906. 
Editor of Printers’ INK: 

I have long contended that as a pub- 
lication increased its circulation and 
-prestige that there was a correspond- 
ing decrease in the matter of advertis- 
ing value caused by the large accumu- 
lation of announcements. You are, so 
to speak, lost in the crush. It is like 
unto a man striving to make himself 
heard in a crowd where all are shout- 
ing. I never saw, or heard, it ad- 
mitted, however, by any publisher. 
Circulation is the cry always. If you 
only have that it is bound to be a 
success. What the ratio or percentage 
of decrease would be I had no idea 
and, as I said in the beginning, no dis- 
cussion of it has ever been permitted. 
It remained for Printers’ INK to 
allow the admission to creep into its 
columns. Just how it escaped the blue 
pencil of the editor I cannot imagine. 
In the article on the National Cloak 
Co., page 43, February 14th issue, Mr. 
Rosenbaum is made to say, speaking of 
advertising in the Summer months, that 
“In the dull months a large propor- 
tion of advertisers are out of the 
magazines, and our ordinary space ts 
worth just about twice as much as in 
the busy months, owing to the greater 
prominence with which. it stands out.” 
The italics are mine. Here we have 
something like a definite case against 
the periodical of huge circulation. 
Better according to this to pay four 
periodicals two dollars a line than to 
pay one periodical eight. And not 
long ago I ran across a large firm in 
New York, who make an article of 
office use that is widely used, and they 
told me that they did not go in me- 
diums crowded with advertisements, 
but preferred publications at less cost 
where their advertisement would have 
more prominence. An advertising 


journal should give us all sides of the 
With much respect, 
A. W. 


subject. 
RIpgovut. 
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THE old Kalamazoo Telegraph, 
an evening paper that dates from 
1844, has been purchased by Ralph 
H. Booth, of Detroit. Mr. Booth 
is owner of two other Michigan 
papers, the Grand Rapids Herald 
and Jackson Citizen-Press, 





THE Philadelphia Bulletin sends 
out its detailed circulation state- 
ment for February under oiled pa- 
per, upon which are the words: 
“Not hard to see through. Mere- 
ly another proof that ‘in Philadel- 
phia nearly everybody reads the 
Bulletin. ” 





A pupit of the Little School- 
master says that he went the other 
day, for the first time, to the 
Walk-Over Shoe Store on lower 
Broadway. As it happened he 
didn’t seem exactly to know what 
he wanted and for that reason he 
put the salesman to considerable 
expense of time. Yet the young 
man showed uniform courtesy, 
rare patience and good will. This 
paragraph formulated then and 
there in the writer's mind, and he 
contrasted the impatience and 
hurry which salesmen have ex- 
hibited to him in the French, 
Shriner and Urner and the Regal 
Shoe stores. 





The double center page 
in PRINTERS’ INK costs 
one hundred and sixty 
dollars for a one-time in- 
sertion, less five per cent 
discount, if the advertiser 
choose to send check in 
full settlement with order 
and copy. Anyone who 
wants it for the special 
issue of PRINTERS’ INK to 
General Advertisers, on 
April 18—press day, April 
11, 1906—should secure it 
at once to be sure of it. 
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Witr1aAm H. Beers, for some 
years business manager of Current 
Literature and Short Stories, and 
for the past five years manager of 
the Church Economist and Church 
Economist Advertising Bureau, 
has opened offices at 23 Union 
Square, as a specialist in religious 
publications, 


Joun Happon & Company, Ad- 
vertising Agents, of Salisbury 
Square, London, have issued a 
dignified booklet which recites 
briefly why the firm is entitled to 
attention from advertisers about 
to enter the British and Colonial 
fields. Among the company’s 
American clients are the Swan 
Fountain Pen Company, the 
Smith Premier Typewriter Com- 
pany and the Dr, Deimal Under- 
wear Company. 


NEW AGENCY IN BROAD 
STREET. 


The Barnard System, a general 
advertising agency that has begun 
business at 25 Broad street, New 
York, is headed by W. L. Barnard, 
for five years with the Youth’s 
Companion, and later with the J. 
Walter Thompson agency. It 
places the advertising of the 
Matheson Automobile Co., which 
promises to become one of the 
largest auto accounts, and for Dr. 
Bell’s tooth powder, Gordon sus- 
penders and other commodities. 





A new book comes from the 
Burroughs Adding Machine Com- 
pany of Detroit, entitled “The 
Burroughs in Retail Stores,” 
which aims to show the real ap- 
plication of the machine to the 
needs of retail store-keeping. A 
special chapter is devoted to the 
auditing system of the Fair, a de- 
partment store of Chicago which 
uses the Burroughs. The state- 
ment is made that the Burroughs 
Adding and Listing Machine is 
profitable in any business where 
system is profitable, because it 
does the work of five or six mere 
human machines, and does it in- 
finitely better. 





Bruce & BANNING, publicity en- 
gineers, directing the advertising 
of. several large concerns in the 
machinery and engineering field, 
will move to 1 Madison Avenue, 
New York, on April 1, from their 
old offices at 42 Broadway. 


PITTSBURG “DISPATCH” 
MOVES. 


The Pittsburg Dispatch has fol- 
lowed the example of the New 
York Times and built a structure 
for its own use on the extreme 
outer border of Pittsburg’s busi- 
ness district. On March 15, in a 
driving snow storm, its plant was 
moved to a new building at 1131-35 
Fifth avenue, that city, and on the 
next morning the paper appeared 
as usual. This six-story structure 
is occupied by the Dispatch ex- 
clusively, and gives it every mod- 
ern facility. One feature of spe- 
cial interest is the Dispatch Club, 
an organization made up of the 
paper’s employees for which quar- 
ters are provided on the sixth 
floor, with billiard and pool tables, 
cards, reading room, etc. The old 
home of the Dispatch in Diamond 
street was built for the paper in 
1887. The present publisher of 
the Pittsburg Dispatch is Charles 
A. Rook. Born in that city in 
1861, he was educated at the 
Western University of Pennsyl- 
vania and entered its office at 
nineteen, rising from minor posi- 
tions to be editor and controlling 
stockholder. He recently declined 
a nomination for Mayor of Pitts- 
burg. Charles R. Sutphen is 
business manager. He was for 
many years advertising manager 
of the Pittsburg Times, and came 
to the Dispatch in a similar ca- 
pacity about a year ago, advancing 
to his present position in January. 
The Dispatch’s advertising is now 
directed by A. Rook Carroll. In 
Pittsburg this paper stands for 
high quality of circulation. It is 
one of the oldest dailies in the 
city, dating from 1846, and the 
only one that bears the Gold 
Marks in  Rowell’s American 
Newspaper Directory, 
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THE Ben Leven Advertising 
Agency, Marquette Building, Chi- 
cago, is sending out a large line of 
financial advertising. They are 
using full and half pages in all of 
the leading Saturday and Sunday 
metropolitan newspapers. from 
New York to Omaha. 





SEATTLE AD CLUB. 


The advertising men of Seattle 
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. PRINTERS’ INK is not connected 
with an advertising agency and it 
does not recommend any agency 
in particular. Upon inquiry it 
will, however, recommend to a 
correspondent that agency which, 
in the opinion of the Little School- 
master, is best equipped to attend 
to and execute orders of a par- 
ticular nature. Advice of that 
sort is always free. 





_ have perfected a club organizatiot\/A WEEKLY THAT HAS NOT 


with the following officers: Miller 
Freeman, governor; Chas. B. 
Teale, vice-governor; Carl. M. 
Broodick, secretary; C. T. Con- 
stantine, treasurer. Topic and 
Entertainment Committee: F. H. 
Mantor, C. P. Constantine, J. 
Fred Braid, Edward Fowells, J. 
C. Walling. Reception Committee: 
C. V. White, Harry S. Stuff, Mr. 
Cally, C. H. Brockhagen. Auditing 
Committee: J. Fred Braid, H. Z. 
Crowe, C. L. Constantine. Mem- 
bership Committee: C. B. Teale, 
Geo. Trotter, Geo. F. Vradenburg, 
E. F. Chase, Geo. Ritter, Consti- 
tution and By-Laws: C. V. White, 
S. P. Weston, C. P. Constantine, 
S. L. Coles. 





CHICAGO “TRIBUNE'S” 
NOVEL CARTOON 
FEATURE. 


John McCutcheon, the Chicago 
Tribune’s cartoonist, probably. the 
best newspaper artist in this coun- 
try, has just signed a new three- 
year contract with that paper. Be- 
fore it begins, however, Mr. Mc- 
Cutcheon will take a rest of four 
months, and a trip abroad. While 
he is away the cartoons for the 
Tribune will be drawn by the fam- 
ous English caricaturist, Tom 
Browne, who is coming from 
London especially for this work, 
and it is believed that this pictures 
of American life and affairs, 
viewed through English eyes and 
depicted by an English pencil, will 
be one of the most interesting and 
remarkable features that has ever 
appeared in an American newspa- 
per. 


DECAYED. 


The Toledo Blade’s weekly edi- 
tion has been published steadily 
since 1835, and is thirteen years 
older than the daily issue of that 
paper. Despite the discontinuance 
of weeklies by many prominent 
papers throughout the country, the 
Weekly Blade has prospered, and 
the publishers state that in the 
past two years it has grown from 
176,000 to 191,000 copies. Count- 
ing 1,000,000 actual readers for 
this circulation, is is estimated 
that the Weekly Blade reaches 
One person in every sixty in the 
United States rural population. 
The Blade’s circulation is national, 
and the publishers offer, upon re- 


~cespt of the name of any town in 


the country, to give names of sub- 
scribers in that town. 





THE special issue of 
PRINTERS Ink for April 
18—press day April 11, 
1906—primarily issued for 
the purpose to gain new 
subscribers, is probably 
the finest list of general 
advertisers ever compiled 
in this country—the 
Chicago Daily News says 
so. Nineteen thousand 
extra copies without a 
raise in the rates. A total 
edition of not less than 
thirty-four thousand 
copies, 
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finitely better. 


In their Spring and Summer 
catalogue, which has just been is- 
sued, Browning, King & Company 
have made several welcome de- 
partures in style from the usual 
dreary and conventional clothing 
catalogue. 





| NEW BUILDING FOR 
‘  “STAATS-ZEITUNG.” 


The New York Staats-Zeitung 
has acquired a plot of ground at 
Duane and Elm streets, fronting 
the Edison Company’s property, 
and will eventually erect there a 
building for its own use. The site 
is three blocks from Newspaper 
Row. The old building at the en- 
trance of Brooklyn Bridge will 
be held until the city decides to 
widen the Bridge approach. 


THE ROGERS LIST. 


More than 300 magazines and 
daily newspapers are used for the 
“1847” Rogers silver advertising. 
In New York daily ads next to 
reading appear in the Sun, World, 
Times, Post, Globe, Jewish Daily 
News, Jewish Daily Herald and 
Brooklyn Eagle. Prominent 
dailies are used in other cities, and 
it is said that during January, 
February and March this was the 
only line of silverware advertised 
in the following extensive list of 
magazines: Ainslee’s, American, 
Atlantic, Bookman, Boston Cook- 
ing-School, Central Christian Ad- 
vocate, Century, Christian En- 
deavor World, Churchman, Con- 
gregationalist, Country Life in 
America, Critic, Delineator, De- 
signer, Epworth Herald, Every- 
body’s, Good Housekeeping, In- 
dependent, Interior, Ladies’ Home 
Journal, Ladies’ World, Mc- 
Clure’s, Men and Women, Mod- 
ern Priscilla, Munsey’s, North- 
western Christian ‘Advocate, Out- 
look, Outwest, Pearson’s, Review 
of Reviews, Scribner's, Strand, 
Sunset, Table Talk, Western 
Christian Advocate, Woman’s 
Home Companion, World To-Day, 
World’s Work, Youth’s Com- 
panion, 


Newspaper Directory, 


48 PRINTERS’ INK. 


AN ALL NIGHT BANK. 


On April 1 the Jennings Real 
Estate Loan and Trust Company, 
of Chicago, will begin a banking 
business in the old quarters of the 
Central Trust Company at Dear- 
born and Monroe street, that city. 
A feature of the new institution 
will be an all night service. The 
company will be open to transact 
banking business every hour in the 
day and every business day in the 
year. Its projectors are headed 
by J. Elliot Jennings, who is 
president of the Jennings Real 
kstate Company, a Chicago con- 
cern prominent in advertising 
realty mortgages. The new bank 
will be vigorously exploited in the 
newspapers. 








CHICAGO ** JOURNAL” 
GROWS UNDER EASTMAN. 


In its new building, which will 
be fully occupied by April 20, the 
Chicago Journal will have two 
new sextuple presses in addition 
to the old press, which is to be 
remodeled. John Eastman bought 
the Journal from Ralph Booth two 
years ago, when it was a losing 
property, and has since put it on 
a paying basis. He stated re- 
cently that he looked to the Jour- 
nal to clear $150,000 this year. 
No schemes or booming hav been 
employed to build up the Journal. 
It has simply been developed on 
the news and editorial side as a 
live paper in a city where one 
great evening daily has long dom- 
inated the evening field. In its 
old building the Journal is print- 
ing 90,000 copies daily, and no 
more papers can be produced until 
the new presses are in place. With 
these, a circulation of 200,000 can 
be taken care of. Two years ago 
the paper had a daily issue of only 
24,000 copies. The process of 
building it up has been expensive, 
but results justify what has been 
invested in making a good news- 
paper and putting it, through a 
reorganized circulation depart- 
ment, where people can buy it reg- 
ularly, 
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NEW CHICAGO AGENCY. 


The Hope-Johnson Co., a newly 
incorporated advertising agency 
in the Rector Building, Chicago, 
is headed by Altred S. Hope, 
formerly with the Chicago office 
of the Nelson Chesman agency. 
Louis H. Johnson, vice-president, 
was formerly with the C. E. 
Ellis publications. Frank  S. 
Winslow is secretary. The capital, 
fully paid in, is $10,000. This 
agency announces that it will 
never publish a directory, adver- 
tising journal, or conduct any 
other scheme for the swapping of 
space with publishers. 


QUICK TIME MOVING A 
PRESS. 


The Star, -of Muncie, Ind, 
moved to its new building on Feb- 
ruary 25. Its three-deck Hoe 
press had to be moved after the 
Sunday issue was off, to be ready 
for Monday’s paper. No expert 
mechanic would admit what the 
feat could be performed, but at 
2.40 Sunday morning, after the 
last papers had been printed, the 
job was begun. Cylinders and 
smaller pieces of the third deck 
had been moved Saturday. It 
was necessary for drays to take 
everything out a ten-foot alley 
before the street was reached, 
with a straight three blocks haul 
to the new building. At 2.30 on 
the morning after the work began 
the lower deck was running off an 
eight-page Monday issue. There 
was plenty of time to make mails, 
and had it not been for a few 
minor details the job would have 
been done in twenty-three hours. 
A CORRECTION. 
Dovsrepay, Pace & Co., 
133-135-137 East 16th Street, 
New York, March 16, 1906. 

Editor of Printers’ INK: 

Whoever figured up the amount of 
agate lines in the March issue of 
Country Life in America for your 
Printers’ INK list must have had a de- 
fective copy of Country Life. In the 
March number we had 43,680 lines 
instead of 26.910, which you credited 
to us. Yours sincerely, 

H. S. Hovston, 
Manager Advertising Dept. 
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A .NOVEL PICTURE FEAT- 
URE. 

The New York Telegram is 
running pictures produced by a 
“jag camera,” photographs 
strangely distorted by a process 
that gives a mechanical caricature. 
This process, says Popular Me- 
chanics, is the invention of I. Ells- 
worth Hare, of Chicago. An or- 
dinary photo is first taken. Then 
the film is stripped from the plate, 
treated with secret chemicals, sub- 
jected to heat, and distorted in 
amusing forms. The “jag cam- 
era’s’ caricatures are attracting 
wide attention. 





“WOMAN’S MAGAZINE” 
REPORT. 


The committee of business men 
who have been examining the 
subscription records of the 
Woman’s Magazine, St. Louis, 
have made their report. It is pub- 
lished in a booklet too lengthy 
even to summarize here. Anyone 
interested in the result can secure 
a copy by addressing A. P. 
Coakley, advertising manager of 
the Woman’s Magazine, St. Louis. 
If the Lewis Publishing Company 
were the most iniquitous concern 
i the United States, the wrong 
way to go to work to convict it 
would be through a_ postoffice 
fraud order. This report is an- 
other document in the array of 
evidence that the company is 
massing against this arbitrary 
power, and a whole lot of goad 
ought to come of it. 





PRESS DAY, APRIL rt 


No publisher or special 
agent ought to overlook 
the splendid special issue 
of Printers’ INK to a 
carefully picked list of 
general advertisers. See 
particulars on pages 40 
and 41. Send order and 
copy early, 
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TuHeE Raleigh, North Carolina, 
Evening Times is to have a new 
building of its own. Mr. Crater, 
the publisher, is authority for the 
statement that no other afternoon 
paper in the State owns its own 
home. 

THE NORWALK  (CONN.) 
“HOUR.” 

The Roll of Honor in Print- 
ERS’ INK is one of the best adver- 
tising schemes that I know of. 
The Norwalk Hour has been on 
the list in this department of 
Printers’ INK for some time, and 
we have received considerable 
business from advertisers who 
took an interest in our publication 
through that medium. If a news- 
paper has a circulation which it 
can prove, the publisher makes 
no mistake in employing the aid 
of this department of the Little 
Schoolmaster. — Edward Thomas, 
Treasurer and Manager, Norwalk, 
Conn., March 13, 1906. 


ABOUT THE ROLL OF 
HONOR. 


The Roll of Honor which is 
c2rried in Printers’ INK we be- 
lieve to be the most beneficial de- 
partment both for publisher and 
advertiser that is published. It 
comes the nearest of anything yet 
devised in our opinion to furnish- 
ing a list of first-class mediums 
throughout the country to any ad- 
vertiser who has not the time and 
the ability to get at the best me- 
diums through his own personal 
efforts. The Gazette has been 
represented in it for several years, 
and we feel that we have been 
distinctly benefited by the repre- 
sentation, and that it is fully 
worth what it costs. The Gazette 
uses a great many avenues by 
which to reach the advertiser and 
the agency, but we should never 
consider abandoning the Roll of 
Honor no matter what other form 
of publicity we might discontinue. 
—DNgily Gazette Company, A. N. 
Liecty, Secretary and Manager, 
Schenectady, N. Y., March 8, 
1906 








CASH BUYERS’ UNION 
TROUBLES. 


An examination of the affairs 
of the Cash. Buyers’ Union, Chi- 
cago, recently forced into receiv- 
ership by Postoffice action, has 
been made by Stuart & Young, 
expert accountants of that city. 
It is said that the experts found 
nothing upon which to base crim- 
inal prosecution of Julius Kahn, 
head of the concern. Creditors 
and stockholders of the Cash Buy- 
ers’ Union are active in moving 
for Kahn’s prosecution, however, 
and it is likely that he will have 
to face a trial. Stock to the value 
of $1,250,000 was sold, and the 
company has other liabilities of 
$425,000. .To meet this there is 
only $300.000 in tangible assets. 


Many thousands of dollars. were - 


spent in advertising. The books 
of the company show a direct loss 
of $125,000 since the organization 
of the business. Against this fig- 
ure the report gives $104,000 as 
the amount paid out in four divi- 
dends. In one period of six 
months, it is stated, the company 
lost $60,000, still a dividend of 
$45,000 was paid out of “earnings.” 
There is also said to be a differ- 
ence of $100,000 in the amount re- 
ceived for shares as given by the 
Metropolitan Trust and Savings 
bank, which acted as registrar 
until six months ago, and the 
amount shown in the books at the 
company’s offices. 





THOUSANDS OF. THEM! 
12 Mount Morris Park, West, 
New York, March 17, 1906. 
Editor of Printers’ Ink: 

In your last issue a correspondent 
inquires if there is, on the market 
anywhere, a machine for selling news- 
papers on the principle of dropping 
the money in the slot, and taking out 
the paper. To his query you answer 
with the question, “Are there any?” 
Yes, there are; thousands of them in 
Germany. A good part of the news- 
papers are sold by slot machines in 
Berlin. You can see dozens of them 
in a row. Generally one machine is for 
one newspaper, but there are machines 
with compartments for several news- 
papers. Yours very truly, 

Ws. J. Rostnson, M. D., 
Editor Critic and Guide, 


nt, where people can buy it reg- 
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betta Smeal , 


Manager ‘Advertising Dept. 


COpy Cadily,. 
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Joun SEBASTIAN, who was re- 
cently appointed passenger traf- 
fic manager for the ’Frisco and 
Chicago & Eastern Illinois roads, 
will not leave the service of the 
Rock Island. His new appoint- 
ment is an extension of his 
authority in passenger matters 
over the combined interests, and 
in no way affects his position 
with the Rock Island. 





ADVERTISING NOVELTY 
FOR HOTELS. 


The Prairie Press, 182 Monroe 
street, Chicago, publishes a series 
of small placards called “Treasure 
cards,” on each of which is print- 
ed some ‘short bit of poetry or 
literature — the Twenty-third 
Psalm, Lincoln’s Gettysburg ad- 
dress, Senator Ingall’s “Oppor- 
tunity,” and so forth, These cards 
are sold to hotels and hung in 
their sleeping rooms, and are so 
attractive that in most cases guests 
carry them away. Every card that 
disappears has the hotel’s adver- 
tisement on the back. 


ADCRAFT CLUB DINNER. 


The Adcraft Club, of Detroit, 


held a meeting March 13 and 
dined at the Wayne Hotel, that 
city. “Reaching a Man with a 
Popular Monthly” was the sub- 
ject of the chief paper of the 
evening, delivered by W. R. 
Emery, Western advertising man- 
ager of Everybody's. Mr. Emery 
said, in part: “It pays the adver- 
tiser to cultivate the acquaintance 
of the person who carries the 
check ‘book. It is generally the 
man of the house you want to 
reach. In a schedule recently got- 
ten up after months of toil, it was 
shown that 19 of the best mag- 
azines of the country had an ag- 
gregate circulation of over 8,000,- 
000 copies nonthly—to reach all 
these readers with a full-page 
magazine size would cost about 
$93,000. When you think of how 
a magazine is preserved in a fam- 
ily—how many people read it— 
you are impressed with the vitality of 


5! 


its worth. The magazines are ab- 
solutely independent—they have 
turned the calcium light on cor- 
ruption in public life—see what 
has resulted—there is more to 
come. Who was it attacked the 
great insurance frauds—the beef 
trust?—why, the monthly maga- 


zine.” Richard F. Reaume of the 
George M. Savage advertising 
agency, talked interestingly of 


rates, agencies, and technical pa- 
pers. He said he considered the 
daily press the greatest medium of 
advertising—that it was the most 
far reaching under the rural free 
delivery system and that it gives 
the best results. Other speakers 
were: James W. T. Knox, editor 
of the New Idea, owned by F. K. 
Stearns & Co.; E. St. Elmo Lewis; 
E. H. Beach, editor of the Book- 
keeper; Mr. Cohan of the Ameri- 
can Lady Corset Co.; C. A. 
Brownell; J. H. Williams of the 
Cosmopolitan Magazine; O. J. 
Mulford; Editor Harper of the 
Concrete Magazine; Mr. Ramut 
of the Space Club of Chicago. 


‘THE KANSAS CITY “STAR.” 


On account of its “unusually 
large circulation and advertising 
patronage, the Kansas City Star 
easily ranks with the very fore- 
most papers of the country. Per- 
haps it is not too much to say that 
it stands at the head of all papers 
published in cities which are no 
larger than Kansas City. Its aver- 
age circulation for February was 
130,288, and the Times, which is 
the morning edition of the Star, 
had an average issue for the same 
period of 128,922 copies. Every 
day the Star’s advertising col- 
umns are filled with an amount of 
matter which denote prosperity 
for the owner and a commendable 
degree of foresight in the adver- 
tisers. On March 18th over 
seventy columns of classified ad- 
vertising were printed. It would 
be interesting to know how many 
papers in the country could equal 
this record in an ordinary Sun- 
day issue. 











§2 
PERUNA CONTRACTS 
VALID. 





Peruna, it is said, is one of the 
few proprietaries that maintains its 
prices. Every druggist who buys 
it must sign a contract with the 
company agreeing to maintain the 
price, and sales are made only to 
dealers in drugs. In a suit recent- 
ly brought to test the validity of 
these contracts Judge A. M. J. 
Cochran, of the United States 
circuit court for the Eastern dis- 
trict of Kentucky, decided that 
they were so, and that the J. D. 
Park & Sons Co. cannot secure 
a stock of the remedy except by 
signing the manufacturers’ agree- 
ment. 





TESTIMONY FOR THE AT- 
LANTA “JOURNAL.” 


A responsible Western advertis- 
ing agency, keeping close track 
of returns in mail order advertis- 
ing, stated recently that its results 
from the Atlanta Journal's semi- 
weekly edition were in the nature 
of a surprise. A test campaign 
with other mediums covering the 
South was made. Before keyed 
copy went out the agency had had 
the impression that the semi- 
weekly might be a live medium. 
Actual replies demonstrated that 
it pulled ten times as well as cer- 
tain mediums in that field that are, 
in a general way, thought to be 
more important. The Atlanta 
Journal’s semi-weekly issue had a 





circulation of 56,731 copies per 
issue in 1905. 
THe American Consul at 


Prague, Mr. Ledoux, at once a 
man of practical business experi- 
ence and an ex-publicist has, in 
the consummation of an interest- 
ing and most important plan for 
facilitating the exchange of com- 
modities between the two coun- 
tries, established at the American 
Consulate a Commercial Intelli- 
gence Department. It is a most 
ingenious and carefully planned 
system, saving troublesome corre- 
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spondence in the case of first 
orders sent to America and vice 
versa orders received from Amere 
ica. The information required by 
buyers are immediately placed at 
their disposal; the indexes for 
merchandise supply all particu- 
lars regarding samples, prices, 
conditions of payment, etc., in 
short all the information that is 
treeded to permit the transmission 
of an order immediately by cable. 
Let us illustrate the whole system 
by means of an example: Say 
a Prague firm is interested in the 
importation of American shoes. A 
visit to the Consulate during office 
hours will give the intending pur- 
chaser all the necessary informa- 
tion. With one touch at the al- 
phabetically filed register of this 
line of merchandise, the visitor 
obtains the names of the firms and 
their addresses. With another 
touch he obtains the folders bear- 
ing the corresponding number to 
the record-card, and is shown 
there the prices, catalogues, condi- 
tions of payment, the address of 
the manufacturer, in fact all the 
necessary details. With some 
articles samples are also available. 
On the other hand if a firm in 
Bohemia is desirous of exporting 
to America, it also needs but very 
few minutes to put before it the 
names and addresses of buyers 
and other particulars. If anyone 
is anxious to secure more detailed 
information in any particular line, 
he has but to look in the com- 
mercial reading room and he will 
find there numerically indexed 
trade papers and separate articles 
of interest published in the vari- 
ous publications on file (over a 
hundred), affording buyers the 
opportunity of being thoroughly 
posted about American markets 
and merchandise. Firms in the 
country may also inquire by let- 
ters, but such inquiries cannot of 
course be answered as fully as 
when the parties interested call 
personally at the Consulate, where 
the information desired is always 
most courteously furnished.— 
Politik, February 17, 1906, 
Prague, Bohemia, Austria, 








TO SHOW CALIFORNIA 


FRUIT. 


According to Mertz Magazine, 
the Sacramento Valley Develop- 
ment Association has arranged 
with the Southern Pacific for ex- 
hibits to be placed in the offices 
of the railway company at fifteen 
Eastern points: Atlanta, Balti- 
more, Boston, Chicago, Cincinnati, 
Philadelphia, Denver, Detroit, 
Kansas City, New Orleans, Oma- 
ha, Pittsburg, St. Louis, Syracuse, 
and Washington. The exhibit con- 
sists of a dozen jars of processed 





fruit from the exhibits at St. 
Louis and Portland, and each 
dozen jars includes a compre- 


hensive showing of the principal 
products of the valley. 





HEARST SUED FOR LIBEL. 


DISTRICT ATTORNEY ASKS $200,000 
FROM PUBLISHER FOR ARTICLES IN 
HIS PAPER. 





Declaring he was libeled by a 
publication in the New York 
American and by another in the 
Evening Journal, both owned by 
William R. Hearst, District At- 


torney Jerome has instituted civil- 


suits for the recovery of $100,000 
for each of the articles. 

One suit is directed against the 
Star Publishing Company, as the 
concern is known wh.ch publishes 


the American, and the other 
against the New York Evening 
Journal Publishing Company. 


While the complaint has not been 
drawn up as yet, the summons 
was served last Monday on Clar- 
ence J. Shearn, personal counsel 
for Mr. Hearst. It was taken to 
him and he accepted it from 
Howard S. Gans, of the firm of 
Gans & Iselin, who are counsel 
for the District Attorney. Both 
Mr. Gans and Mr. Iselin were as- 
sistants on Mr. Jerome’s staff until 
the first of the year. 

After the service of the sum- 
mons Mr. Jerome said, in talking 
about the suits: “I am well aware, 
as things go at present, that abuse 
is one of the consequences of 
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holding public office. I can stand 
abuse, for it does not hurt. But 
when a newspaper steps beyond 
the line of abuse and charges me 
with corruption in my official ca- 
pacity, or even intimates that I am 
corrupt, then I will take the only 
means available to defend myself. 
If I were not District Attorney of 
this county, I wou!d have brought 
criminal action against those re- 
sponsible. As it is, however, I 
must go to the civil courts for 
vindication. It is not the money 
I care about.” 

Two articles which Mr. Jerome 
makes the basis of his suits were 
published last Thursday, one in 
the morning edition and the other 
in the evening paper. Upon read- 
ing them. he sent for Mr. Gans, 
and after a consultation directed 
him to begin suit at once. 

The editorial in the American 
began with the statement: “Mr. 
Jerome is an honest man.” Then 
it quoted Mr. Jerome’s statement, 
“Words are good when backed 
by deeds and only so,” and asked 
who could explain the contrast 
between profession and perform- 
ance. It took up the case of 
William H. Tillinghast, who con- 
fessed he had been a professional 


jury fixer for the Metropolitan 
Street Railway Company and 
added: 


“Thus are we offered the spec- 
t- 'e of an honest District Attor- 
ney acting precisely as a rogue in 
his office would do who had been 
privately engaged as secret counsel 
for the defense of the public ene- 
mies he had been elected to un- 
earth and prosecute.” 

The Evening Journal took up 
the question raised by William M. 
Ivins as to where Mr. Jerome’s 
campaign fund came from and 
undertook to answer it. It de- 
clared Mr. Jerome knew the pub- 
lication of the names of the con- 
tributors would kill him politically, 
that it came from those who 
wanted in office a man who would 
take off his hat and knock at the 
doors of Ryan and Belmont.— 
iVewspaperdom, March 15, 1906, 
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NO MORE CITY ADS FOR 
THE NEW YORK “NEWS.” 


The New York Daily News has 
been dropped from the list of pa- 
pers carry city advertising and the 
Globe has been substituted. 

In January the News, which had 
been regarded as the official organ 
of the administration, attacked 
the mayor, charging that he had 
tried to coerce the paper. Thomas 
C. Quinn, the publisher, said that 
Mayor McClellan had censured 
him for criticising removals of } 
Tammany officials, and had as- 
sumed a threatening attitude to- 
ward him. He said his paper 
would not be muzzled.—Fourth 
Estate, 








Why should advertising constitute a 
breach of all medical etiquette, and why 
should it be contrary to all the t nets 
of the profession? It wil be a distinct 
step forward when medical men ask 
themselves these quest’ons and d'scuss 
them without prciudice. In the days of 
the general practitioner there may have 
been some possible justification for the 
profession’s action in frowning upon 
the practice of advcrtising by doctors, 
but this is an age of specia‘ists. and 
it is a question if the physic‘an, who 
has concentrated his life to the study 
of certain forms of diseases and who 
has acquired special knowledge and skill 
in the treatment of these, is dong full 
justice to his country, and to human- 
ity generally, if he does not make the 
fact wid«ly known through advertising. 
—Free Press, Winnipeg, Canada. 








Advertisements. 


All advertisements in * Pri:ters’ Ink” cost 
twenty cents a line for each iusertion, $10.40.a 
line per year. Five per cent discount may be 
deducted if paid for in advance of publi- 
cation and ten per cent on yearly contract 
puid wholly in advance of jirst publication. 
Displuy tupe and cuts may be used without 
extra charge. but if a specified position is 
asked for an advertisement, and granted, 
double price will be demanded. 


WANTS. 


ws. -Afternoon paper i crowing city of 
20,000 to 50,000, Address “K.,” Printers’ Ink. 


y ANTED-—Solicitor. Circulation principally, 
but all-round man preferred. Firs 
man. NEWS, St. Johns. Mich, 


V 7 ANTED—To buy for spot cash one or two 
Compositypes. ig full —— “Cc. 
L. D.,” care Printers’ Ink, N. Y. City. 


rh ye EDITOR; rate; married (33), 
eeks prac on “dally. weekly or trade 
journal. H. W. PALMER, 75 Van Buren Street, 
‘assaic, N. J. 
oe circulation of the New York World. 
orning edition. exceeds that of any other 
morning newspaper in America by more than 
100,900 copies per day. 
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[STEBNATION AL Correspondence School and 

Powell graduate desires position as ad-writer 
or assistant. Best references. KOSS E. DAVIS, 
20 Congress St., Bradford, Pa 


ALESMAN who can show good record in any 
WO high grade line. Straight salary to rigns 
man. Choice of' territory. Call, write. HAP: 
GOUDS, Suite 511, 369 Broadway, N. Y. 


peCaitions open for competent pemeneper 
workers in all —- Write for 

ie FERNALD’S N WsPaPER MEN'S EX- 

CHANGE. 368 Main St.. Springfield, Mass. 


DVERTISING ARTIST. well known, —_ 
established sat would like to meet 
writer who bas about $1,000 to invest with pl 
vices, in growing business. “ARTIST,” care P. L. 


y pe aE gen on A experienced, first class 
advertising solicitor for traae journal, 
a ge territory. Exceptional Ls ig eg Ap for 
ght man. State experieuce. L,” care of 
Printers’ Ink. 


a wanted who is capable of managing 

a small up-to-date plant, and with $1. a to 
invest in the business, will learn of g 

=, by writing to “ADVERTISING MAN. ” 
care Printers’ Ink. 


y ANTED—An active man to sell space on 

r of signs on prominent New York cor- 
ners, to advertisers. State experience and salary 
wanted,or will pay commission Steady posi- 
tion to right man. “R. E.,’ cave of Printers’ Ink. 


P HOTO-ENGRAVER wishes to change pres-nt 
location. Has well eqcipbes plant and is 

doing large b ving a 

iease on building with top loft to rent in same, 

might make advantageous arrangements to both 

parties. Or will consider top loft in any modern 

t nilding, having about 4,000 square feet of space. 
“K.J.A.,” Printers’ Ink. 


Position wanted by a capable and thor- 
oughly competent 


Correspondent, Systematist, 
Manager, Business Getter, 
experienced in trade paper work. 
Acdress ‘‘M. M M..” care Printers’ Ink. 

Y YOUNG MEN AND WOMEN 

of ability wno seek positions as adwriters 
and av managers should use the ciassified cv!- 
umns of PRINTERS’ INK, the business journal for 
aave: tisers, punlished weekly at 10 Spruce Si., 
New York. Such advertisements will ve insert: d 
at 20 cents per line. six wordsto the line. {’RINT- 
gs’ INK is the best school for advertisers, and it 


reaches every week more employing aavertisers 
than any otuer publication in the United States, 





E can use a bright, young adwriter, with 


V 


Some experience, ambition and horse 
sense. on our mechanical publications. ave ex: 
ant 


perience, references and salary expected. 
“isser.” Box H. 426. 





ADVERTISEMENT 
WRITER. 


Man who has had experience, who can 
show a quantity of good work done on 
general newspaper or magazine soy. = 
who is willing to state facts and ag he 
lars (in confidence of course) in hi letter 
of poate pled I have what most people 


would regard as a good tion. WhatI 
want is s man of original, yet sensible, 
ideas, and productive enough make him 
valuable. 


“WRITER,” P. O. Box 1592, Philadelphia. 

















hp a ADVERTISER and mail-order dealer 

shouta read THE \VESTEI:N MONTHLY. an ad- 
vertiser’s magaziue. Largest circulation of any 
advertising journal in america. Sample copy 
free. THE WESTERN MONTHLY, 815 Granu 
Ave., Kansas City, Mo. 





7 ANTED—Clerks ana others with common 
school educations only, who wirh to quai- 

ify for rexay positions at $2) a week and over, to 
write for free copy of my new prospectus and 
endorsements from ieading concerns every- 
where. One graduate filis $8,000 place, another 
5,000, and any number earn $1,500. The best 
clothing adwriter in New York owes his suc- 
cess within a in —— to my teachings. De- 


mana a 
GEORGE awe: LL Advertising and Ruat- 


ness Expert. ¥ Metropolitan Annex, New York. 


WANTED— 
ADVERTISING 
RATE 
MAN. 


WE have a permanent position with exce'lent 
chances for advancement for a man familiar 
with advertising rates of all classes of publica- 
tions, who can figure rates quickly and ac- 
curately. 

We prefer a man having experience either in 
buying space or figuring costs in a general adver- 
tusing agency, but thisis not absolutely essential. 

Apply in writing, giving details of experience 
and stating salary wantcd and how soon you 
could commence work. ALL COMMUNICA- 
TIONS HELD IN STRICT CONFIDENCE. 

Adéress, * RATE MAN,” care of Printers’ Ink. 


$5,000 a Year 
Salary Wanted 


Man I work for says I am worth 
more money, but conditions don’t 
warrant him in paying that much. 

I’ve done nearly everything in 
advertising. Twelve years’ work, 
backed by ten as practical printer. 

Mr. Magazine Publisher: I 
doubled business in one year. I 
know the ‘‘ field.”’ 

Mr. Manufacturer: I rebuilt a 
department; increased business ten 
times in three years 

Nothing short of $5,000 with 
one year’s contract would interest 
me. I want to connect with estab- 














lished business, as 1 am already 

‘*grcwn up.” 
Interview, New 

—any where. 
Address $5,000, Printers’ Ink. 


York, Chicago 
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Cea TYPF—A Cyclopedia of F-very- 

day Information for the Non-Printer Aaver- 
timing Man; get “typewise”: 64 pp., 50c. postpaid, 
ag’ts wanted. A.8.C PARNELL. 150 Nassau St.. N.Y. 


BUSINESS OPPORTUNITIES. 


ERIODICAI. publishing business already 
clearing $50,000 yearly, tetany ie rapidly but 
substuntially “capable multiplying in value. ob- 
tainable account owner's other © aerate and 
overwork, for erin great growing 
field and enjoying ‘excellent advantages. Buyer 
not have technical knowledge. Informa- 
tion furnished responsible ciucine’ only. 
“STATISTICS,” Room 70, World Bidg., New Yorx. 
—— 2 
PRINTERS. 
RINTERS. Write R. CARLETON, Omaha, 
Nev.. for copyright lodge cut catalogue. 


V 7 print catalogues. bookiets. circulars. acv. 
matter—all kinds. \\ rite for prices. THE 
BLAIR PTG. Cv.,, 514 Main St.. Cincinnan. C. 


DIRECTORY OF NOVELTY MANU- 
FACTURERS. 


GENTS wanted to sell ad novelties, 25¢ com. 
Ps 3 samples, 10¢e J.C. KENYON. Uwego.N. Y. 


HE NOVELTY NEWS,” illustrated month- 

ly; trial 3 montbs, 10c. 604 Firmenish 
Bidg., Chicago. 

Cu AL Paper Weights with your advertise- 

merit, $15 per iw. Catalog adv. novelties 

ST. LOUIS BUTTON CO.. St. Louis, Mo. 


W ’ RITE forsample and price new combination 
Kitchen Hook and Bill File. Keeps your ad 
before the nousewife and bu-iness man. THE 

WHITEKHKAD & HOAG Cu., Newark, N. J. 

Branches in all large cities 








ber 


free. 


ee 
DESIGNERS AND ILLUSTRATORS. 


I KSIGNING. illustrating, engrossing, ilumi- 
nating. engraving, it ogrupaing, art print. 
ing. THE KiNSLEY STUDI. 245 Bway. N. Y. 
toe" 


TRADE JOURNALS. 
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lation 3.000. for real estate dealers and 
owners; $1 a year: names of buyers each month. 
ee 


CLASS PUBLICATIONS. 


20,000 Buyers 
of ($1,025.000,000 annually) 
Hardware, Housefurnishing 

Goods. ete. 





Read every issue of the 


Hardware Dealers’ 
agazine. 
Write for rates. Speci- 
men here mailed on re- 
quest 
2538 Broadway. N.Y. 














MAIL ORDER. 


N AIL-ORDER ADVERTISERS—Try bouse to 
pt house advertising; it wi:l pay you big. Gur 
men will deliver your circulars and catalogucs 
airect to the mat-order buyer. You can reach 
— who never see a paper of any description 

om one year’s end to another. When once 
reached the rest is easy We have reliable agente 
well locaied throughout the United states and 
Canada. es hae ~ —- to place advertisin 
matter in th aesired class OUR 
PISTUIB TOR? DIRT OTURY will be sent free 
of cnarge to advertisers who desire to make con- 
tracts direct bone ol = distributor. We guaran, 
tee good _ ser 
NATIONAL ADVE K RTISING? Cu.. 702) Vakland 
Bank Luilding. Chicago 





————————— 
MONEY MAILERS. 


pes MAIL parmt 90 per M. Samples free. 
4 KING KOIN KARRIER CO., Beverly, Mase 
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ILLUSTRATORS AND ILLUSTRATIONS 


DVERTISING Cuts for Retailers; good;chea “47 
HARPER ILLUS, SYNDICATE, Columbus. 








CARD INDEX SUPPLIES. 


ra CARD INDEX QUESTION will be quickly 
and easily settled by “cg catalogue and 
price from the manufacture This means us. 
STANDARD INDEX CARD. COMPANY. 
Rittenhouse Bldg., Phila. 
2 Saas 


ADVERTISING AGENCIES. 


A. O'GORMAN AGENCY. 1 Madison Ave. 
e N.Y. Medical journal advtg. exclusively. 


G OLDEN GATE ADVERTISING CO., 3400-3402 
J Sixteenth St., San Francisco. Cal. 


NHE G. 1. IRELAND ADVERTISING AGENCY 
Ww gies for particulars of the Ireland Service. 
Chestnut Street, PhilaaelpLia. 


A L am FRANK & CU., 25 Broad Street. N. Y. 

parcial go tedeg Agents. Established 
1872. Chicag Philadelphia. Advertis- 
ingof all eek pinced in every part of the world. 


ARNHART AND 3\\ ASEY, San Fran:isco— 
Largest agency west of Chicago; employ 60 
people; save aavertisers by advising judic:ousiy 
newspapers, billboards, walls. cars, aistributing. 


ANADIAN advertising promises results which 

invite most careful investigation. Write us 

for best list as Hd to cover the whole field 

efficient) BARATS ADVERTISING 
AGENC ted Montreal. 


We: want you to know the STaTrsMAN has 
nothing to do with the TRIBUNE now. Un- 
der STAIESMANs ownership the TRIBUNE run 
down to 800. Now we have 2. We offer you 
1.000 more circulation than any other Austin 
daily. Write for rate card. F. L. BRITTAIN. 
Manager Advertising, the Austin, Texas, Daily 
TRIBUNE. 





POST CARDS. 


TRONGEST, catchiest. best business bringing 

KF post car?s on the market. Samples 

free. J. R. WII LIAMS, The Advertising Man, 
Knoxville, Tenn. 


AMPLES of post cards, post card half-tones 
and prices for printing them. Sent to those 
writing a letter of inquiry forthem STANDARD 
ENGRAVING CO., Photo-Engravers, New York. 

——__+»>-____—__ 


“eee MACHINES AND FAC- 
MILE TYPEWRITERS. 


“— ADDRRsSi—an office machine that 
ves per cent. Besides selling the 
“AUTO. ADDRESSER,” we make an IMITATION 
TYPEWRITTEN LeTTER and fill in the address 
80 that it cannot be distinguished from the real. 
ps do wrapping, folding, sealing, mailing, etc, 
sk us. 
AUTO-ADDRESSER, 310 Broadway, N.Y. 
——_+or—_—_——_ 


PATENTS. 


muam=PATENTS that PROTECT 

Our 8 books for Inventors mailed on recetj 

of 6 cts. stamps. R. 8S. & A. B. LAC ° 
bp. C, Extab. 1869. 





W ashineton. 











COIN CARDS. 


$5 PER 1,000. Less tor more; any printing. 
2D THE COIN WRAPPER CO.. Detroit, Micb. 


———_+o> -——_ 
HALF-TONES. 


~ EWSPAPER HALF-LONES. 
2x8, 75c.; 3x4, $1; 4x5. $1.60. 
Delivered when cash accompanies the order. 
Send for samples. 
KNOXVILLE ENGRAVING CO.. Knoxville. Tenn, 


Signy or line productions. 10 square 
inches or smaller, delivered prepaid. 7ic. 
Casa with order. Ail 

Service day and nigbt. 
Keferences furnishea, 

Box 815. 


6 or more. 50c. each, 
newspaper screens. 

Write for circulars. 
Philadelphia — engraver. ?, U. 


PRINTERS’ 





INK, 


DISTRIBUTING. 
ISTRIBUTING in the Southern States pro- 
duces results that are entirely satisfactory 
to advertisers who place their contracts with the 
Bernard Agency. Write CHAS. BEKNARD, 
1516 Tribune Buiiding, Cseaa. 
——__~+ o> 


MAILING MACHINES. 
HE DICK MATC wey ESS eat? Mahtest 





and quictest. Price $12. F. J. VALENTINE, 
Mfr.. 178 Vermont St.. ‘Buffalo, N ° 
a ee 
POSTAGE AGE STAMPS, 
BUY at 4 off, unused, U. 8.; 12 
ORSER, R. 6, 94 Dearborn st. Chicago, fl, 
++ 





PUBLISHING BUSINESS OPPORTUNI- 
TIES. 

GREAT class paper making $50,000 to be had 

for $300,000. Can be multiplied in profits 
Extraordinary field and opportu- 
nity. Good organization. Responsible party 
only, address “ATTORNEY,” care of Jobn H. 
Parsons, Postal Telegraph Building, New York. 


a 


and value. 





SUPPLIES. 


w*z TYPF, 24c. lb. EMPIRE FOUNDRY, 


Delevan, N. Y 


, OTE HFADINGS of Bond Paper, 5x8 

z inches, with envelopes (laid p). 100 tor 69c.; 

250 for $1.10; 500 for $1.60; 1,000 for $2.50; 2.000 for 

¢ 4.50: 5,000 for $11.00. Send for sampies MERIT 
RESS. Bethlehem, Pa. 


V D. WILSON PRINTING INK Cvo., Limited, 

e of i7 Sprnce St.. New York. sell more mag- 
comme cut inks than any other ink house in the 
rade. 


Special prices to cash buyers. 


PACKAGE: -LABELS, Stickers, and up to-date 
Marsing Tickets. at prices that compel using 


them, can be had from us. Phone 1001 MEL- 
ROSE, and the man will “SHOW.” The J. 
SAULNIER CO, 


ERKNARD’S Cold Water Paste is in dry powder 

form, mixes py adding cold water; no ditt, 

Be. a Sas ogee will not stain. Best vaste 
Samp package free. Bi.RNA 

AGENCY. Tribune Buil oceans Chicago. 





PRIN: TERS’ SUPPLIES, 





PRINTERS’ INK CALLS 1T 
A Man’s Size 
Agate Rule 


Measures 126 lines agate. Made of litho- 
graphei meta) (12x 24 inches. Also meas- 
ures 5%, 6, 8, 10, 12, 14 (both leaded and 
solid), 16 and 18 ‘pts; each 4 inches long. 
Agate is9inches. Ail measures are plainly 
marked. Contains proofreaders’ marks, 
type table, and rule for determining space 
ad willoccupy. Punched for hanging. 


Prices 


$ .50 each. 
$2.50 % dozen, 
$5.00 doz. 


L. ROMMEL, JR., 
61d Merchant St., Newark, N. J. 














—— +> 
STOCK CUTS. 


WE isme a 64-page catalogue of stock cuts. 
WSTANDARD ENGRATING CoP Photos 

uiry. ING CO., P. 

Reusvin, New York, ane 











COIN MAILER. 


for $3. 10.000. $20. Any printing. Acme 
Coin Carrier Co.. Ft. Madison, la. 


1,000 
FOR SALE. 


OR_SALE—Two Linotype machines. THE 
HERKOLD COMPANY, Milwaukee, Wis. 


ARRIS PRESS, 15x18 sheet feed. Perfect con- 
tion. Address“ N. J..” Printers’ Ink. 


}OR SALE—Linotypes in thorough good con- 

ditiun: one or two magazines with each, 

single or double letter attachments; at a bargain. 
Address UREY WOODSON, Owensboro, Ky. 


a SALE—1 Monotype casting machine, key- 

. job attachment, casting job faces up 
to 3% pt. High-class condition. practically new. 
Speak quick. HOFFHINKS, care Printers’ Ink, 
New Yorsg City. 


INE COUNTRY NEWSPAPER for sale, con- 

sisting of three Presses. Fngine and all 

n es for a first-class plant. ()wner has 

other business. Grand opportunity for the rizht 

pa ( 4 s paying basis. Address H. D. ADAMS, 
in, Md. 


CF Ben Franklin Gordon press, 10x15 chase, 

with 20 fonts of job type, all in first-class 
shape. Cost . Will sell cheap to cash buyer, 
Apply quickly to CHAKLES W. BROWN, As- 
signee, Oxford, N. Y. 








Newspaper Plant 
for Sale. 


A brilliant opening for a newspaper man 
with capital is offered by the owners of 
the Worcester Spy (suspended). Fa- 
vorable terms will be given the right 
man, The suspension of the paper was 
due to lack of capital caused by fire. 
The new pliant, which was bought after 
the fire, cost over $50,000. It includes a 
Hoe press, brand new at the time, which 
prints 2, 4, 6, 8, 10, 12 and 6 pemes, and 
which by an inexpensive addition, can 
be made to print 14, 20 and 24 pages and 
do some color work. There are seven 
Linotype machines. The Stereotype 
outfit is complete, including matrix 
moulder and double seam table. There 
are 20 trucks and a generous equipment 
of type and material for the composing 
room. There are both steam and electric 
ower and a 2o00-light electric plant. 

he workrooms are said to be, by good 
judges, the best equipped and laid out of 
any one-press plant in the country. The 
field is growing and decidedly a morning 
paper field. There is only one other 
morning paper in the field, which includes 
a ocamiulien of at least 400,000 in and 
near Worcester, Mass. 

Address EDWARD CLARK, P. O. 
Box 285, Natick, Mass. 
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ADVERTISEMENT CONSTRUCTORS. 


66 GRalNs OF GUMPTION,” a 48-page booklet, 
e with contents, which fully justify th 
title, 25c. JED SCARBOKU, 557a Halsey St., 


Brooklyn, N. Y. 


D DBO YOU EVER 

need a series of really tactful business let- 
ters! Letters without a tinge of bombast, “‘oull- 
dozing” or begging in them! Letters that simpiy 
tella good, strong, probable story, after an in- 
teresting. self-respecting fashion that wing con- 
fidencefrom the man heartily sick of the other 
kind! Letters absolutely free from mere “hot 
air;’’ that tell their story FULLY and then sTop. 
I do not claim omniscience—do not even suspect 
myself of kvowing all about Chg ldo 
know a few things—EXCESSIV ELY for instance. 

1 know that I constantly receive what are 
called “follow-up letters” (often sent me without 
the least provocation). that are so downright re- 

aut that they fairly fly into my waste paper 

asket,and 1 further know that Iam not alone 
in this experience. 

From such data as any one can furnish I fre- 
quently build Business Letters that receive the 
highest possible praise—viz.,they are paid fur 
without complaint. 

I might be able to build some letters 

that would suit you. 

No, 88, FRANCIS 1]. MAULE, 402 Sansom St., Phila 
_— .—— 


ADDRESSES FOR SALE, 


3 A NAMES. Heads of families only. 
900 Frosperous people of central Michi- 
gan. Price $2. W. E.LOV ErT, Owosso, Mich. 
RESH NAMES—levised list, ready early in 
April, sixteen R. F. D. routes in Ca! us 
County, N.C. Also city list. TRIBUNE, Con- 
cord, N.C. 
IST 1,500 live, Pacific Coast, mail-order buy- 





ers; but little circularized—$2.50—will ex- 
change, same number - ™m.o. names. FAST 
MFG. CO , 3279 16th St.. San Francisco. 


10 00 fresh names of white heads of 
9 families on rural free delivery 
routes in upper South Caroli..; never been 
eae | price $5.0. C. H. HENKY, Spartan- 
urg, S.C. 


REMARKABLE NAMES FOR SALE, 

We have —— for our personal use in 
the soliciting of subscriptions the name and ad- 
dress of every farmer in the Corn Belt who owns 
20 head of cattle. The live stock fa-mer is the 
progressive farmer, is the farmer who 
money and the farmer who has many needs. We 
can furnish these names by counties or States— 
Ohio to Kansas. Write us for particulars. SUC- 
CESSFUL FARMING, Des Moines. lowa, 
—_——_~+oon———_——_ 








can be used with great success to advertise any 
novel too, utensil or toy, the use or working 
of which can be DEMONSTRATED by atreet- 
men, sidewalk azleamen or itinerant ven- 
ders and pedlara. These all read the KiL1- 
Rate 15 cents flat 
m closes Mon midnight. 
RDP 














TIN BOXES. 

I= you have an attractive. handy package you 
will sell more and get better prices for 
them. Decorated tin boxes have a rich appear- 
ance, don’t break, are handy, and preserve the 
contents, You can buy in one-half cross lots and 
We are the folks who 
r Cascarets, Huvlers. Vase- 
line. Sanitol. Dr. Charlies Flesb Food. New-Skin, 
ana, in fact. for most of the “big guns.” Rut we 
pay just as much attention to the “little fellows.” 

Better send for our new illustrated catalog. 
aluable infvrmation. and ic 
free. AMERICAN STOPPER COMPANY. 11 
Verona Street, Brookiyn. N. Y. The largest 
maker of TIN BOXES outside the Trust. 


contains jots of vi 


Yor days at 
BILLBOA Un. CO... Cineinnatt. 0. 





PAPER. 


B BASSETT & SOTPHIN, 
4 Beekman st.. New York City. 
Coated paversaspeciaity. Diamond B Perfec 
White for hica-graae catalogues. 


PREMIUMS, 


> EI.IABLE cooas are trade builders. Thov- 

& sanas of eucgestive premiums suitable for 
Duniishers and others from the foremost makers 
and whoiesale aeaiers in oo and kindred 
lines. 5M%- + list price illustrated catalozue, 
pubiisbed annually, 34th issue now ready; tree, 
8 F. MYERS CU.. 47w. and 49 Maiden Lane, N.Y, 
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ADVERTISING MEDIA. 
wares the Concurd (N. C.) TRIBUNE grow. 


fNHE BILLBOARD, America's Leading — 
rical Weckly. i2th year. Cincivnati, 


HE EVANGEL. 
Scranton. Pa 
Thirteenth year; 20c. agate line. 


HE Concord (N.C.) Daily and Semi-Weekly 
TRIBUNE cover Concord and Cabarrus 
County. Growing daily. 
NY verson advertising jn |’RINTEKS’ INK to 
the amount of $10 or more is entitied Lo re- 
ceive the paper for one vear. 
| ge ag are getting rich in Troy, 


Ohio. The RECORD, only weed ie sont af 
ass medica 





7) per cent of their vic tims. High-c 
propusitions accepted. Minimum rate, 
—_____-@- —__ 


BOOKS. 





THIS IS NO RE-HASH Or OLD 
LECTURES OR A SWIPE 
OF OTHERS’ WORK 
No! you will get the original 52 LEWIS 
Jessons in the science and practice of adver- 
tising and several extra lectures bound in 
covers so long as both last. It’s the great- 
est bargain in brains at $5.00 per set you 
ever struck. I can’t hand.e it with my 


business. 
- DeW. HIRST 
518 Walnue ‘Bt. Philadelphia. Pa. 














Successful Advertising. 
HOW TO ACCOMPLISH IT. 





A book for retail mer- 
chants and beginners in 
advertising. Will be sent, 
postpaid, upon receipt of 
Two Do.uars. Address 


Printers’ Ink Publishing Co., 


CARDS. 


OST CARDS Z ones very description are ay ety 
us. Wesb - < the worl 
ticulars on + abe ye OUVENIE POST 
CARD CO.,1140 Gonéuan. N, y. 





ADDRESSING MACHINES. 


DDRESS!NG MACHINES—No type used in 
the Wallace stenci) acaressing machine. A 

card index system of adaressing used by the 
largest vublisbers throughout the country. Sevd 
for circulars We do aadressing at low rates, 
WALLACK & CO.. 29 Murray St., New York, 
{310 Pontiac Blig.. 358 Dearborn 5t., ’ Chicago. ml. 











he LITTLE HOTEL 

WILMOT in South 
Penn Square, Philadel- 
phia, The Ryerson W. 
Jennings Co’y, is in a 
class by itself. It is 
not a commercial or 
residential hotel. Its 
patrons are made up 
largely of professional 
men and women, such 
as Authors, Architects, 
Lecturers, Artists, and 
the better class of The- 
atrical people (the Ben 
Greet players make it 
their home when in 
Philadelphia). It is in 
the very heart of the 
city. Rooms—$l, $1.50 
and $2 per day. The 
smoking and writing 
room made by Frank 
Stephens has been cop- 
ied in private houses 
for its quaintness, 














1 #0 Spruce St., New York | 














VOLUME 1. 


NUMBER 1. - 45 








WILL APPEAR EARLY IN APRIL. 





LINE. Address, 


Box SO1. 





We guarantee that the circulation of the first number will exceed 20,000 copies 
(forced of course), largely sample copies to sign writers, bulletin painters and manu- 
facturers of electric signs. THE ADVERTISING RATE IS 5c. PER AGATE 


THE SIGNS PUBLISHING CO., 


F. C. MCCARAHAN, Mar., 


Cincinnati, 0. 
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NLY morning rinthegreat M 

TH é 8 EAU Mi 0 Ny Texas Rice and Oil Fields and | 
largest Lumber District in America. 

ENTERPRIS Daily Circulation guaranteed 

exceeding 10,000 Copies. 


Carries full Associated Press dispatches and its news service is equal to 
that of the largest Dailiesin Texas. The Beaumont Enterprise covers 
a wide area, population of which is 250,000. Circulation books and records 
open to examination by the A. A. A. or any other representative advertis- 
ing body. Rates are right—30 cents per inch on yearly contracts. 


The S. 6. Beckwith Special Agency, °""aienising:'®” 


TRIBUNE BUILDING, NEW YORK. TRIBUNE BUILDING, CHICAGO. 
BERR RRR RR RRR 





Pe comsination THar Covers THE FieLD a 


A COMBINATION THAT COVERS THE FIELD 
a THE = 


PUBLIC LEDGER’.{ TIMES -HERAL 


NORFOLK, VA. NEWPORT NEWS, VA. 
Full Leased Wire Service of the Associated Press. 


Offering a Guaranteed i 4 4 The Rate for Both at 
Paid Circulation of * the Rate for One, 
This combination is Tidewater Virginia's greatest prop- 
osition — the worderful result-getting proposition that 
the shrewd national advertisers are very much alive to. 

THE NorFovk - NEwportT News PuBLiSHING CORPORATION 
NORFOLK, VA. NEWPORT NEWS, VA. 
AVAVAVAVAVAVAVAVAVAVAVAVAVAVAVAVAVAVAVAVAVAVA 


Back to the Fold 


We have used your inks and always found them good, but 
thought it inadvisable to pay cash in advance and so went else- 
where and paid more We got the ink all right but it was not 
satisfactory, and so come back to you. 

DISPATCH, Seneca, Mo. 





VAVAVAVAVAVAVAY 
AVAVAVAVAVAVAVA 











It seems strange that so many printers throughout 
the country take offense at my rule of cashin advance, 
and go to the credit ink houses and pay from twenty 
to fifty per cent higher prices for the privilege of 
settling the bill within thirty or sixty days. If a bank 
undertook to charge any such figures for loaning 
money, the officials would be immediately arrested for 
usury. Send for my sample book and price list. When 
my inks are not found up to the highest standard of 
excellence, they may be returned and the money will 
be refunded along with the transportation charges. 


ADDRESS 
PRINTERS INH JONSON 
17 Spruce St., New York 
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F.WESEL MFG.CO 


Machinery and Appliances for 
Printers, Electrotypers, Stereo- 
typers and Photo-Engravers 








under the directiin of the most skilled engineers and in one of the 
finest machine shops in existence. 


WESEL QUALITY 


therefore means a quality distinctive for its excellence—the best that can he 
bought. Wesel machines last longer, cost less to operate, and, in additicn to 
their many time and labor-sav- 
ing features, possess greater 
capacity than any other line of 
Printers’, Electroty pers’, Stcreo- 
typers’ and Photo- Engravers’ 
Machinery and _ Appliances. 
“Wesel Quality’’is therefore the 


Best Possible 
Investment 


for the manufacturer of print- 
ing or relief printing plates. 


We are also 
Dealers 


as well as manufacturers, and 
carry complete stocks at all our 
stores, comprising everything 
used in the several trades to 
which we cater. All goods not 
of our manufacture have been 
: carefully selected, and all are 
—_— fully illustrated and described in 


Four Catalogues 


which we issue, devoted to the needs of Printers, Electrotypers, Stereotypers 
and Photo-Engraver-. Copies sent upon request. 


F.WESEL MFC. CO. 


MAIN OFFICE AND FACTORY: 
70-80 Cranberry Street, Borough of Brooklyn, New York City. 


SEL Machines and Appliances for Printers and the allied trades are 
the best in the world for their respective purposes. They are built 








—_ 


WESEL RADIAL ARM ROUTING MACHINE 




















NEW YORK —I0 Spruce St. 
PHILADELPHIA—I24 S. 8th St. 
CHICAGO — 3:8 Dearborn St. 
LONDON — PARIS — BERLIN. 





When Quality Counts, 
Wesel gets the 
order. 
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COMMERCIAL ART CRITICISM 





BY GEORGE ETHRIDGE, 


READERS OF PRINTERS 


INK WILL 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 
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33 UNION SQUARE, N.Y. 


RECEIVE. FREE OF CHARGES 












marked 
1 the Omo Dress Shield is 
who appar- 
ently has no dress to shield and 


In 
No. 
advertised by a lady 


the advertisement 


who has rescued the article ad- 
vertised from a watery grave in a 
dismal, disease-breeding swamp. 
There may be some point to this 
illustration or some _ interesting 
story connected with it, but noth- 
ing of the kind is made clear by 
either the illustration or the ac- 











OMO_ 


The Perfect Dress Shield 
Hygienically Pure 


It has the full indorsement of the medical profession 


and Journals of Healt No rubber and perfectly 


odorless, Fully guaranteed <a) sed aeeee We will 
Bay for any garment when da d by an impertect 

MO Dres« Shield. Sold by all ‘the Dry Goods Deal ers 
throughout the United States and Cana: 


NGI 


companying text. We are told 
that the Omo Dress Shield is both 
odorless and pure, but the illus- 
tration is very far from express- 
ing or suggesting qualities of that 
character and has the further dis- 
advantage of indistinciness and 
confusion, It seems as if the idea 
which the advertiser wishes to ex- 
press would be better conveyed in 
a clean and simple design like 
No. 2, 

















This Oriental Tooth Paste ad- 
vertisement is a strange sort of 
mixture. The white lettering on 
the black background is not easy 
to read, the filagree work in the 





ODORLESS »>PURE 





N22 
upper corners are beyond expla- 
nation, and the pictures of the 
packages are not particularly im- 
pressive, as the space they occupy 











LJEWSBURY & BROWN'S . 


“<<. ORIENTAL < 











is not used to good advantage. If 
the background had been elimi- 


nated, the text printed in black 
and the pictures of the packages 
brought out in clean black and 








&3 


white the result would have been 
far better. The head of the lady 
seems to have been introduced at 
the last moment, as an after- 
thought. If she had asserted her 
feminine prerogative and insisted 
upon being considered first and 
holding the position of prominence 
the advertisement would have been 
much better. This piece of copy is 
suggestive of anything but clean- 
liness and the pearly white teeth 
which are promised in the ad- 
vertisement. 
* * * 

The full-page magazine adver- 
tisement of Loftis Bros. & Com- 
pany, shown here, is a very fair 





THE OW yet DIAPSONDS ON CREDIT HOUSE 


FTIS rarer DIAMOND CUTTERS 


istdbcndatimryed - JEWELERS 
Street 





BROS & CO. 55 onicaee,. suswots, U8. A 








example of the class of illustra- 
tions and display this concern is 
now using. The features of at- 
traction and value in the diamond 


are clearness, brilliancy and 
sparkle, and diamond advertising 
should embody and_ emphasize 


these qualities. It should suggest 
not only beauty but the scintillat- 
ing life and light of the diamond 
itself. This advertisement is, 
however, as deadly dull as it can 
possibly be. Its prevailing gray 
tone is depressing rather than in- 
viting. The entire absence of 
contrast entirely nullifies all the 
thought and care and labor which 


64 





PRINTERS’ INK. 


were put into the arrangement 
and designing of the page. 
* * * 


The 
spring bed is 
certainly this 
the Foster 
clearly portrays 


impor:ant feature of a 
the spring, and 
advertisement of 

Ideal Bed very 

the character 

















of the spring and the reason 
why it conforms to the body and 
entitles it to the designation of the 
“easiest spring bed.” Not only is 
the structure of the spring clearly 
shown but the reclining figure is 
suggestive of ease and perfect 
comfort. 
a 
GIVING A FLOWER 
BOOKLET. 
Walking up Fifth avenue the other 
afternoon a stroller noticed that near'y 
every woman in an open carriage, han- 
som or automobile, was carrying a 
yellow jonquil between the pages of a 
folder that looked like a menu card 
from some semi-public luncheon. When 
he reached Forty-third street the reason 
for the flowers was made clear. A 
florist had a boy in livery posted on 
that corner whose business it was to 
present one of the flowers, and the ad- 
vertising booklet to every woman in an 
open vehicle. Since the street venders 
were selling these blooms in bunches 
of six for ten cents on Broadway the 
advertisement was not a costly one.— 
New York Press. 


WITH A 


plank a 

Tue Bookman tells a story about an 
office-boy whose share of the day's 
work is confined largely to sorting ex- 
changes. There was sudden need of 
information of a medical nature, and 
the boy was sent for and asked if any 
medical periodical came in. At first he 
shook his head. Then after a moment’s 
thought a light broke over his face. 
“Yes,’”’ he said, “there was one medical 
publication. It was called The Literary 
Digest.” 

ne 

Tre window of a vacant lower flat 
in Brooklyn displays a sign which 
reads: “Moved out on account of the 
P‘nochle_ players up stairs.—New York 
Pre SS. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invitedto send mode! advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 











J. R. WILttams, 
Advertising Service and Supplies. 
Deaderick Building, 

KNoxviLie, Tenn. 
Editor Ready Made Department: 

You are doubtless always glad to 
rcceive copies of ads that “pulled” and 
I inclose one herewith, a full page, 
which appeared in the morning and the 
evening papcrs of the day preceding 
the sale, and without any other adver- 
tising,succeeded in selling more cloth- 
ing than had probably <ver been sold 
in one day, by any single retail con- 
cern, in this city. 

Any praise that comes to me I gladly 
share with Printers’ Ink, for through 
its pages I receivcd my advertising 
education. I have religiously read 
every number of it for the past six 
years, and each succeeding copy is 
now more eagerly read than ever. Your 
department alone is a liberal education 
in the art of advertising. 

Very truly yours, 
R. WILLIAMs, 
The Advertising Man. 





Now, isn’t that nice—particular- 
ly that last paragraph? And what 
can I say after receiving a bouquet 
like that, except that the ad is a 
very good one, which happens to 
be true. It is altogether too large 
for reproduction here, but it car- 
ries an air of sincerity rather un- 
common in ads of its kind, and 
prints the old and new prices 
that show radical reductions with- 
out making price comparisons that 
are unbelievable. - But just to 
show that my judgment has not 
been warped by Mr. Williams’ 
nice letter, I am going to say that 
detailed descriptions of some of 
the garments offered (for which 
the full page afforded ample 
room) would have made a strong- 
er ad. Also that it is a mistake 
to advertise “at cost;” because, if 
true, and prices are quoted as in 
this case, it gives the public a line 
on your percentage of profit and 
your competitors a chance to 
show, perhaps. that your profits 
have been too large; and because, 
if it isn’t true that you are selling 
“at cost.” it is a mistake to say 
so anyhow. 





Furthermore, the following 
lines, while good in what they say, 
were set in gothic caps instead of 
the “lower case” type that would 
have been so much easier to read: 





THE HIGH CHARACTER AND PER- 
FECT CONDITION OF THIS 
STOCK IS TOO WELL KNOWN 
TO NEED COMMMENT. 

We believe it will be admitted by a'l 
that this stock of clothing and men’s 
furn'shings is, by far, the choicest and 
cleanest in Knoxville. We believe it 
is thoroughly understood that this firm, 
except during special sales, has adhered 
str:ct.y to a one-price policy. As every 
garmcnt in the store is plainly marked 
with the original selling price, you will 
have no reason to doubt that all re- 
ductions are genuine. The extent of 
this stock, together with the fact that 
all sizes of all garments will be founu 
in a wide variety, will make buying at 
this sale exceedingly satisfactory. 

Furthermore, the reason for this sale 
is an actual one, calling for immediate 
returns, and we have made reductions 
accordingly. We can further assure 
you that there has been no effort made 
to reserve any line or any part of this 
clothing stock, and for this reason it 
should attract every man im the c.ty. 





Notwithstanding these minor 
faults, the ad as a whole is a good 
one for the simple reason that it 
makes the impression desired— 
that the sale is a genuine, all- 
wool, fast-color dissolution sale 
that calls for “ready money.” 





Good Telephone Talk, from the Eliza- 
beth (N. J.) Evening Times, 


— 


Why Go Up or Down 
Stairs 

to answer the telephone 
when an Extension Station 
will bring the message to 
you. 

An extension station at 
your bedside gives you a 
comfortable feeling of pro- 
tection from all the dangers 
of the night. 

Costs only $1: a month. 


THE N.Y. & N. J. TELE- 
PHONE COMPANY, 
1a11 East Grand St., 

Elizabeth, N. J. 
Telephone 9030. 
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The Strength of This Ad Should Have 
Been Thrown Into a Headline Like 
“Cough Syrup and Rubbers,” But it 
is Good as it Stands, Despite the 
Absence of ‘Prices. From the Rock- 
land County Leader, Spring Valley, 
N. ¥. 


= 7 
Rubbers ! 


The children’s feet should 
be protect:d this wet and 
sloppy weather. School 
children are bound to get 
their feet wet! Can’t help 
it. Cough Syrup and Rub- 
bers cost about the same. 
If you prefer the rubbers 
for the children bring them 
here. We have ev-.rything 
in the rubber line that’s 
worth hav-ng. 

Our motto: The Best or 
None. 


JAMES F. BIRD, 
Smith Block, 
Spring Valley, N. “a 














A Good Abstract and Loan Ad, from 
the Baltimore (Md.) News. 





15 South Street 


The United Surety Com- 
pany has purchased the fee- 
simple property No. 15 
South street from the Com- 
mercial and Farmers’ Na- 
tional Bank. 

Messrs, Ritchie & Janney, 
counsel for the company, 
employed the Title Guaran- 
tee & Trust Company to 
examine and guarantee the 
title. 

When a man pays for real 
estate he gets only the tit!e 
which the seller had in the 
property. 

What purchaser knows 
anything about the sellcr’s 
title, or the claims, judg- 
ments, mortgages or liens 
against it? 

The examination and 
guarantee of the title by 
the Title Guarantee & Trust 
Co. is the absolutely safe 
protection aga‘nst loss or 
trouble. 

Money to loan on mort- 
gage in large or _ small 
amounts, repayable in 
monthly instalments or 
otherwise. 

The offices are in the 
Calvert Building. 

(Special Notice No. 536.) 


sie’ 

















Good Idea for a Bowling Alley. From 
the Waterville (Me.) Morning Sent 
nel, 





Ladies’ Night 


To encourage ladies bowl- 
ing we shall reserve the use 
of the alleys every Wednes- 
day evening for the exclu- 
sive use of ladies and the:r 
escorts. After 7.30 p. m. on 
Wednesday hereafter no 
g:ntleman will be allowed 
in the alleys unless accom- 
panied by a lady. There 
will be no charge for the 
lady bow!ing with an escort. 

Lad'es unaccompanied will 
pay five cents per string. 
These prices will prevail 
until further notice. The 
alleys are in fine condition 
and will be res:rved for pri- 
vate parties at any time. 


DIAMOND BOWLING 











ALLEYS, 
Jordan, Nelson & Harmon, 
Proprietors, 
Watervile, mi 





A Specimen of “Reason Why” Copy, 
From the Washington (N. J.) Star. 
We often ask people to 

give us their subscriptions 
to magazines and the answer 
is always, ‘‘We did not know 
you tcok thm,” or, the 
question of price comes up. 
lhey will sit down and write 
a letter, address the envel- 
ope, pay 2c. postage, then a 
postal note fee of 5c., where 
they could let us have the 
subscription and save 7 cents, 
the trouble and the danger 
of money being lost in the 
mail. 

With the profits on sub- 
scriptions we cou'd carry a 
large stock of novels, books, 
etce., that are usually carried 
in book stores. Strangers 
ask ‘Is there no book store 
in Washington?” The an- 
swer is, “‘No! the people 
won’t support one; they sub- 
scribe direct. 

When you ask us for an 
ad in your church, lodge or 
other programme, where do 
you suppose we _ get the 
monty to pay for it? We 
want to run an_ up-to-date 
paper, magazine and _ book 
store, but we must have 
your co-operation. 


AT MILLER’S, 


Washington, N. J. 
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they 





PRINTERS’ INK. 


Office of 
Tue GERMANTOWN “TELEGRAPH,” 
6004 Germantown Avenue, 
GERMANTOWN, Phila. 
Editor Ready Made Department: 
Inclosed you will find three ads that 
may be of interest to your columns, as 
they are something out of the ordinary. 
Very truly yours, 
E. R. Mustin, 
Advertising Manager. 





I don’t know how many electric 
light companies are prepared to 
furnish electrically operated re- 
frigerating machines, but it would 
seem, in view of the threatened 
ice famine and the consequent 
higher prices for ice, that those 
who are not so prepared might 
make a little pin money next 
summer by getting into line right 
now. This thought is suggested 
by one of the three ads submitted 
by Mr. Mustin, here reproduced. 
If this method of refrigeration is 
as satisfactory as the “congealed 
moisture’ way, and there is any 
material saving in adopting it, it 
ought to be a winner, for the fail- 
ure of the ice crop and the cer- 
tainty of higher prices should 
make a “knock-down” argument 
for the machine. All the ads sub- 
mitted are written in Mr. Mustin’s 
usual clear and business-like style, 
free from exaggeration and word 
gymnastics: 





ICE WILL BE EXPENSIVE. 

The unusually mild winter, wh'ch is 
almost over, has resulted in a great 
scarcity of ice. Next summer the cost of 
ice, will, no doubt, be high and deliver- 
jes uncertain. 

Electrically operated refrigeration 
machines have recently been put upon 
the market, by the use of which, a 
considerable saving in cost is effected, 


as compared with refrigeration by 
means of ice. 
Butcher and grocery shops, drug 


stores, saloons, etc., 

machines a necessity. 

Would you like further information? 

THE PHILADELPHIA ELECTRIC, 
COMPANY, 

District Office, 5054 Germantown Ave., 
hiladelphia, Pa. 


will find these 
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Weak Head—Otherwise Excellent. 
From the Albany (N. Y.) Times- 
Union, 

| oa 
These 


are just the days and nights 
when a good, hot cup of 
coffee braces you up wonder- 
fully. 

A steaming cup of the 
best coffee that can be 
bought will be served you 
immediately at the Essex. 
This coffee is an intcrior 
Java blend, the finest blend 
obtainable. 

And it is healthy, because 
it is percolated, not boikd, 
and you thus get the full 
strength without any of the 
harmful properties. 

H. J. P. HAMPTON, 
The Essex Lunch, 
Always Open. 60. N. Pearl. 
bany, N. Y. 











Sing a Song of Low Prices If You 
Want Lots of Listeners and Encores. 
From the Philadelphia Bulletin. 


‘‘The Song of 
the Shirt.” 


By A. C. Yates & Co. 

Shirts are produced to-day 
under conditions very dif- 
ferent than when the song 
of our boyhood was written. 

Immense acreages of butld- 
ings devoted entirely to 
them turning out thousands 
per day; sometimes getting 
a surplus. 

One of the largest in this 
or any other country (we 
musn’t mention names) has 
sold us their surplus of th‘s 
season’s negligee shirts. 

From Great Storehouses in 
New York, Chicago and 
Troy have come great dray- 
loads of Shirts in choice 
new patterns; every size 
neck; all length sleeves; 
cuffs attached or detached; 
big, roomy men’s shirts. 

Never in the History of 
merchandising has _ there 
been—right in the nick of 
time to provide for a coming 
season—such a_ stupendous 
offering of the finest grades 
of shirts. 

The most interesting part 
of the Song is the price. 
You will see they are worth 
from $1.50 to $3. Ou 
price, 85c. 


A. C. YATES & CO., 
Chestnut and Thirteenth, 
Philadelphia, Pa. 
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Bancor, Pa. 
Editor Ready Made Department: 

I inclose for criticism in your de- 
partment two ads, written for a client, 
which I think are somewhat different 
from the usual run of such ads. 
Whether this difference is an improve- 
ment or a detriment, I trust will be 
passed on by you in your interesting 
department. Yours very truly, 

C. R. Lippmann. 

P. S. The absence of the town name 
in the ad is a peculiarity upon which 
the advertiser insists—and can afford 
to insist in this instance. 





Both ads are good. The one 
first reproduced is especially so, 
because it presents the sweater in 
a new and better light—almost 
gives it dignity. The only jarring 
note in the whole ad is the “come 
off,’ down in’the body. I don’t 
object to the judicious use of 
slang, but don’t quite like that way 
of talking to a poss:ble customer 
to whom you would never think 
of using that expression in the 
store, unless you knew him pretty 
well. However, that will ‘probably 
be forgiven and forgotten in the 
new and greater appreciation of 
the sweater, which this otherwise 
excellent ad should create: 


THE SWEATER IS_ A_ LIFE 
PRESERVER. 
You Can’t Catch Co'd When You 
Wear it. 

An ounce of prevention is worth a 
pound of cure—a_ single sweater is 
worth tons of cough syrup. If every- 
body knew the comfort and hea'thful- 
ness of sweaters, the ml!s could not 
turn them out fast enough. 

Not dressy? Come off! That white 
sweater—with butttons in front and V 
neck—looks as swell as a white vest. 
The roll n-ck sweater is a special pro- 
tection against sore throat. 

A sweater is worn in cold or warm 
weather. It’s the only “all year” gar- 
ment. These tempting prices make 
“trying” ¢asy: 

$1 and $1.25 kind, now 7s5c. $1.50 
kind, now $1.15. $3 kind, now $2.10. 
$4 kind, now $2.90. 

GEO. PRITCHARD CO., 
“The Quality Store.” Clothiers. 








The o‘her ad I reproduce prin- 
cipally for its suggestive value. 
The head is good, and some of the 
talk is good but somewhat like 
March winds—too much of it. 
The sub-head does not appeal to 
me, because “polite resistance” is 
seldom of any account in repelling 





a “fierce attack.” I should say, 
too, that a 20 per cent reduction 
in price is hardly worth mentior- 
ing on such small sums as are 
represented by these prices, 
though, of course, it may seem 
like quite a cut to those who do 
not take the trouble to calculate 
it. I believe it is always better to 
add the name of the town to the 
address: 





MARCH AND MUFFLERS. 
A Tale of Fierce Attack and Polite 
Resistance, 

Nothing so keen and penetrating as 
March winds. Nothing they like b«tter 
than to make mischief, and creep and 
blow around you wherever you give 
’em a chance. They can’t harm you 
where the Pritchard Overcoat protects 


ou. 

But that doesn’t- discourage Mr. 
Marchwind. “I'll give it to him in the 
neck,” says he. So he up and tries to 
steal in around your collar and between 
the lapcls, to see if he can’t turn you 
into a first-class case of sore throat, 
bronchitis or pneumonia. 

Foiled and fooled, Mr. Marchwind! 
Mr. Muffler snugs its silky beauty 
around your neck—and March wind 
and weather find nary a crevice to 
crecp in with their fiendish work. Enter 
a house—and your protector is quickly 
tucked out of the way in the pocket, 
always when needed. 

Better come in and get one from 
our splendid assortment—plain and 
fancy—hlack, gray, silver, brown—plain 
backgrounds—dots, figures, stripes, 

Cotton Mufflers from 25c. to 35¢.; 
were 20 per cent higher. 

Silk Mufflers from soc. to $3; were 
20 per cent higher. 

GEO. PRITCHARD CO., 
“The Quality Store.” Clothiers, 





A Dignified Undertaking Announce- 
ment, 





We have the most com- 
plete equipment in the vyal- 
ley. 


We _ keep fully abreast 
with aavanced methods in 
the art of caring for the 
dead and in sanitation, and 
give the most careful atten- 
tion to every case intrusted 
to our care. 

Our charges are reason- 
able and we will supply with 
the same careful attention, 
anything required, from the 
lowest priced to the most 
costly. 
BEAL-WILLIAMSON CO., 
Undertakers and Furniture 

Dealers. 
Hamilton, N. Y. 
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COPIES PRINTED. 


It is intended to present in 
Printers’ INK a series of chapters 
containing a list of all the publica- 
tions to which Rowell’s American 
Newspaper Directory has ever ac- 
corded or that have ever placed on 
file, with the Directory, any claim 
to have printed issues averaging so 
many as a thousand copies for the 
period of a full year. 

The records are gleaned from 
advance pages of the Directory for 
1906, which will be issued to sub- 
scribers the latter part of May 
next (subscription price $10). The 
chapter which appears this week 
deals with California. 

For a thorough understanding 
of these State reviews of newspa- 
per conditions it should be borne 
in mind that the average edition 
printed is always ascertained by a 
count of the actual number of 
complete copies of each separate 
issue that are sufficiently perfect 
for being served to subscribers or 
sold to readers at news-stands or 
by newsboys or over the counter; 
the total of all such being ascer- 
tained by adding the numbers ex- 
pressing the separate issues, divid- 
ing the total so found by the num- 
ber of separate editions, thereby 
arriving at the average output of 
each separate edition for the peri- 
od of a full year. 

Any one who has not at hand 
a copy of the latest edition of 
Rowell’s American Newspaper Di- 
rectory (1905) can obtain one by 
mail, postage paid, by remitting 
the price ($10) to The Printers’ 
Ink Publishing Company, No. 10 
Spruce St., New York. 

Any publisher who desires to 
become possessed of a leaf of the 
Directory containing the catalogue 
description of his owt paper, may 
obtain the same by sending five 2 
cent stamps to The Printers’ Ink 
Publishing Company, No. 10 
Spruce St., New York. 

Any publisher who desires to 
place on the Directory files a 
statement of the number of cop- 
ies of his paper printed during a 
year preceding the date of his re- 








pott—not press revolutions or 
sheets wet down, but copies suffi- 
ciently perfect to be served to 
a subscriber, or sold to one who 
buys it to be read—can obtain a 
blank, specially prepared for the 
purpose, by remitting five 2 cent 
stamps to the publishers of the 
Directory, The Printers’ Ink Pub- 
lishing Company, No. 10 Spruce 
St., New York. 

It is not necessary to use the 
blank. No special form is needed 
to convey the information, but 
when the blank is used there is 
less likelihood of omitting some 
item of importance. 


CALIFORNIA, 
Anaheim, Gazette, weekly: 

Copies printed: For the year 1898 
this paper seemed to assert that it bad 
an average issue exceeding 1,000 cop- 
ies, but fa‘led to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 


Anaheim. Orange Co. ~ Plaindecler, 
weekly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but fa‘led to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. ; 


Auburn, Placer Co, 
weekly: 

Copies printed: This paper had cre- 
dit for issuing more than 1,000 copies 
regularly in the year 1904, although 
admitting that such records are not 
kept as would make it possible to pre 
pare a definite and satisfactory state- 
ment of the number of copies issued. 
It has not since set up any claim for 
issuing so many. 

Bakersfield, Californian: 

Copies printed: The weekly edition 
of this paper had credit for 3,800 rcg- 
ular issues in 1895, over 2,250 in 1896, 
but has not since filed any claim to 
printing so many as 1,000 copies. 


Bakersfield, Kern Co. Echo, weekly: 

Copies printed: For the year roor 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 


Berkeley, Gazette, evening: 

_Copies printed: This paper had cre- 
dit for issuing more than 1,000 copies 
regularly in the years 1902, 1903 and 


Republican, 
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1904, but has not since set up any 
claim for issuing so many. 
Chico, Record: 

Copies printed: The semi-weekly is- 
sue of this paper had credit for print- 
ing 1,400 copies in 1895, but has not 
since made any claim to issuing so 
many as 1,000 copies, 

Colusa, Sun: 

Copies printed: The tri-weekly edi- 
tion of this paper has on these occa- 
sions indicated a desire to have credit 
for issuing more than 1,000 cop- 
ies regularly, but such definite infor- 
mation as would warrant such a rating 
has never been forthcoming since the 
year 1896. 

Downey, Southern California Wood- 
man, monthly: 

Copies printed: Actual average 5,125 
for the year 1905. This paper is en- 
titled to a place on the Printers’ INK 
Roll of Honor. 

Escondido, Times, weekly: 

Copies printed: For the year 1899 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 

Etna Mills, Scott Valley Advance, 
weekly 

Copics oetetedl: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 

Eureka, Humboldt Standard, daily and 
semi-weekly 

Copies sulted: The daily edition of 
this paper had credit for 1,529 copies 
in i901, since which no definite and 
satisfactory record has been placed on 
file, but it was believed to print more 
than 1,000 copies in 1905. Its semi- 
weekly issue has on four occasions in- 
dicated a desire to have credit for 
issuing more than 1,000 copies 
regularly, but such definite information 
as would warrant such a rating has 
never been forthcoming. 

Humboldt, Times, morning and weekly: 

Copies printed: The daily edition had 
credit for issuing 1,583 copies in 1901 
and 2,291 in 1903, and was believed to 
issue more than 1,000 in 1905. The 
weekly edition had credit for an is 
sue of 1,200 in 1896, of 1,600 in 1897, 
since which time it has not furnished a 
satisfactory report, but was credited 
with printing more than 1,000 copies 
for the year 1905. 

Ferndale, Enterprise, weekly: 

Copies printed: For the year 1902 
this paper seemed to assert that it had 
an average issue exceeding 1,000 con- 
ies, but fa‘led to furnish such definite 
information as would warrant the ac- 
eordance of a rating to that effect, It 
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has not since made any renewal of 
the claim. 


Fortuna, Humboldt Beacon, weekly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information as would warrant, the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 


Fresno, Democrat, evening: 
Copies printed: Growing from 
1,648 in 1899, 
2,009 in 1900, 
2,739 in 1901, 
3,089 in 1902, 
4,070 in — 
and 4,948 in 1905. 
This paper is ent tled to a Pi on the 
Printers’ INK Roll of Honor. 


Fresno, Republican, morning: 
Copies printed: Growing from 
4,644 in 1902, 
5,160 In 1903, 
6,415 in 1904, 
7,651 in “1905. 
This paper is entitled to a place on the 
Printers’ Ink Roll of Honor. 
Fresno, Guide, weckly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 


Fresno, Central California Woodman, 
monthly: 

Copics printed: 2,683 in 1903 and 
2,108 in 1905. This paper is entitled 
to place on the Printers’ InK Roll of 
Honor. 


Grass Valley, Union, morning: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. I‘ 
has not since made any renewal of 
the claim. 


Gridley, Herald, weekly: 

Copies printed: This paper had cre- 
dit for an average issue of 1,067 for 
the year 1898, but has not since mad? 
any satisfactory statement to entitle it 
to have credit for issuing so many as 
1,000 copies. 

Halfmoon Bay, Coast Advocate, weekly: 

Copies printed: This paper had cre- 
dit for an average issue of 2,252 for 
the year 1899, but has not since made 
any claim to issuing so many as 1,000 
copies. 

Hanford, Journal; 

Copies printed: The semi-weekly is- 
sue of this paper had credit for is- 
suing more than 1,000 copies regularly 
in the year 1807, but has not since set 
up any claim for issuing so many. 
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Hanford, Sentinel: 

Copies printed: The weekly edition 
of this paper has on two occasions 
indicated a desire to have credit for 
issuing more than 1,000 copies 
regularly, but such definite information 
as would warrant such a rating has 
never been forthcoming. 

Hollister, Bee, weekly: 

Copies printed: Th's paper had cre- 
dit for an average issue Of 1,123 in 
1903, of 1,232 in 1904, since which 
time it has not furnished a report, but 
was credited with printing more than 
1,000 copies for the year 1905. 


Hollister, San Benito Advance, weekly: 
Copies printed: For the year 1902 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 
Lodi, Sentinel, tri-weekly: 

Copies printed: This paper had cre- 
dit for an average issue of 1,058 for 
the year 1902, but has not since made 
claim to issuing so many as_ 1,000 
copies. 

Ios Angeles, Examiner, daily: 

Copies printed: For the year 1905 
in the absence of any report, was given 
credit for an average issue in excess 
of 7,500 copies. 

Los Angeles, Express, daily: 
‘Copies _ printed: 10,577 in 1901, 
13,379 in 1902, 
15,783 in 1903, 
21,434 in 1904, 
and 23,506 in 1905. 
This paper is ent’tled to a place on the 
Printers’ INK Roll of Honor. 
Los Ange'es, Herald: 

Copies printed: The daily edition of 
this paper was 22,691 in 1902, since 
which it has not furn‘shed a statement 
but was credited (probably erron- 
eously) with printing more than 17,500 
in 1905. 

Los Angeles, Journal, evening: 

Copies printed: No definite and satis- 
factory circulation report from this pa- 
per was ever received, but it was be- 
lieved to print more than 2,250 in 1905. 
Los Angeles, Record, even'ng: 

Copies printed: Credited with 20,807 
in 1903 and 21,319 in 1904. In 1905 
was b‘lieved to print more than 17,500 
copies—in the absence of any report. 


Los Angeles, Times, morning, Sunday 
and weekly: 

Copies printed: Daily, has advanced 
from 15,540 in 1805 to 43,150 in 1905. 
The Sunday edition alone exceeds 
40,000. For the weekly no statement 
was ever made. It had credit for is- 
suing more than 1,000 copies regularly 
in the year 1808. but has not since 
been credited w'th issuing so many. 
Some vears ago Printers’ INK after a 
careful canvass of merits, accorded this 
paper a gterling silver sugar bowl, as 


being the one published south of a 
line drawn eastward from San Fran- 
cisco, through St. Louis, Cincinnati and 
Philadelphia that gave an advertiser 
more service than any other in propor- 
tion to the price charged. If the 
award were to be made to-day it is 
thought that this paper would still get 
the sugar bowl. It is also entitled to 
place on the Printers’ INK Roll of 
Honor. 

Los Angeles, California Cultivator, 

weekly: 

Copics printed: Have advanced from 

3,916 in 1896 to 8,107 in 1903, 
10,317 In 1904, 
and 10,699 in 1905. 
This paper is ent'tled to a place on the 
Printers’ INK Roll of Honor. 
Los Angeles, California Voice, weekly: 

Copies printed: This paper had cre- 
dit for an average issue of 2,369 in 
1902, of 3,361 in 1904, since which 
time it has not furnished a report, but 
was credited with printing more than 
2,250 copies for the year 1905. 

Los Angeles, Commercial Bulletin, 
weekly: 

Copi:s printed: 1,059 average for a 
year preceding October, 1905. This 
paper is entitled to a place on the 
Printers’ INK Roll of Honor. 

Los Angeles, Common Sense, weekly: 

Copies printed: This paper had cre- 
dit for an average issue of 2,000 in 
1903, since which time it has not fur- 
nished a satisfactory rcport, but was 
credited with printing more than 1,000 
copies for the year 1905. 

Los Angeles, Graphic, weekly: 

Copies printed: This paper has on 
three occasions indicated a desire to 
have credit for issuing more than 
1,000 copics regularly, but such 
definite information as wou'd warrant 
according it any higher rating has 
never been forthcoming, and the pub- 
lishcr admits that he does not keep 
such records as would make it possible 
for him to prepare a definite and sat- 
isfactory statement. 

Los Angeles, Hotel Gazette, weekly: 

Copies printed: This paper is cred't- 
ed with issuing more than 1,000 copies 
regularly, but no circulation statement 
was ever obtained from it that could 
be called dennite and satisfactory. 

Los Angeles, L’Union Nouvelle, 
weekly: 

Copies printed: No definite and satis- 
factory circulation statement was ever 
obtained from this paper, but it has 
generally been credited wth printing 
more than 1,000 copies, which may ex- 
plain why its statements fail to be 
more definite. 

Los Angcles, Mining Review, weekly: 

Copies printed: This paner had credit 
for issuing an smuenge edition of 2,642 
copies in 1902, since which time its 
statements have not been definite and 
satisfactory, but in the year 1005 it was 
credited with iseuing more than 1,00Q 
copies, 











70 PRINTERS’ INK. 


Los Angeles, News, weekly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect, It 
has not since made any renewal of 
the claim. 

Los Angeles, Saturday Post, weekly: 

Copies printed: 5,471 in 1901, credit- 
ed with more than 4,000 in 1903 and 
1904, and with more than 2,250 in 1905. 


Los Angeles, Sud-California Post, 
weekly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 

Los Angeles, Tidings, weekly: 

Copies printed: Editions have grown 
with considerable regularity from 1,219 
in 1896 to 3,210 in 1905. This paper 
is entitled to a place on the Printers’ 
Ink Rol of Honor. 

Los Angeles, Union Labor News, 
weekly: 

Copies printed: No definite and sat- 
isfactory statement was ever obtained 
from this paper, but it was credited 
with issuing more than 7,500 copies 
regularly in 1905. 

Los Angeles, California Medical and 
Surgical Reporter, monthly: 

Copies printed: Actual average 5,000 
for 1905. This paper is entitled to a 
place on the Printers’ Ink Roll of 
Honor, 

Los Angeles, Live Stock Tribune, 
monthly: 

Copies printed: This paper had credit 
for an average issue of 2,601 in 1901, 
since which time it has not furnished 
a report, but was credited with printing 
more than 1,000 copies for the year 
1905. 

Los Angeles, Mertz’s Magazine, 
monthly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 

Los Angeles, Out West, monthly: 

Copies printed: This magazine had 
credit for an average issue of 7,468 
in 1895, of 10,766 in 1903, since which 
time it has not furnished a complete 
and satisfactory report, but was credit- 
ed with printing more than 7,500 copies 
for the years 1904 anid 1905. 

Los Angeles, Pacific Motoring, 
monthly: 

Copies printed: Had credit for an 
average issue of 1,541 for the year 
1903 and 1,039 in 1904, but has not 


since made claim to issuing so many 

as 1,000 copies. 

Los Angeles, Rural Californian, 
monthly: 

Copies printed: This periodical never 
furnished any complete and satisfactory 
circulation report, but had credit for 
printing more than 4,000 copies in 
1900 and more than 1,000 in 1905. 


Los Angeles, Searchlight, monthly: 
Copies printed: This periodical never 
furnished any complete and: satisfac- 
tory circulation report, but was given 
credit for issuing more than 7,500 
copies in 1904 and more than 4,000 in 
1905. 
Los Angcles, Southern California Prac- 
titioner, monthly: 
Copies printed: 1,225 in 1903, 
1,200 in 1904, 
1,541 in 1905. 
This periodical is entitled to a place 
on the Printers’ Inx Roll of Honor. 


Los, Angeles, Western Empire, 
monthly: 

Copies printed: Actual average of 
24,083 in 1904 and credited without 
any report (and probably erroneously) 
with issuing more than 20,000 in 1905. 
Madera, Tribune: 

Copies printed: For the year 
1903 the weekly edition of this paper 
seemed to assert that it had an average 
issue exceeding 1,000 copies, but failed 
to furnish such definite information as 
would warrant the accordance of a 
rating to that effect. It has not since 
made any renewal of the claim. 


Martinez, Contra Costa Gazette, 
weekly: 

Copies printed: For the year 1899 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but fa‘led to furnish such definite 
information as would warrant the. ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 

Marysville, Appeal: 

Copies printed: The weekly edition 
of this paper had credit for an average 
issue of 1,248 for the year 1897, but 
has not since made claim to issuing so 
many as 1,000 copies. 


Marysville, Democrat: 

Copies printed: The weekly edition 
of this paper had credit for an average 
issue of 1,014 for the year r895, but 
has not since 1897 made claim to is- 
suing sO many as 1,000 copies, 


Modesto, Stanislaus Co. News, weekly: 
Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 
Modesto, Herald, weekly: 
Copies printed: This paper had credit 
for an average issue of 1,272 for the 
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year 1897, but has not since made 

claim to issuing so many as_ 1,000 

copies, 

Mountainview, Signs of the Times, 
weekly 

Copies printed: 18,148 in 1895, 

49,220 in 1900, 

28,505 in 1901, 

32,342 in 1903, 

22,530 in 1905. 
This paper is entitled to a place on the 
Printers’ InK Roll of Honor. 
Oakland, Enquirer, evening and 

weekly: 

Copies printed: Credited with aver- 
age issues varying from 6,059 in 1893 
to 8,597 in 1904, and credited, without 
any information from the office, with 
issuing more than 7,500 in 1905. 


Oakland, Herald, evening: 

Copies printed: 7,533 in 1905, 10,260 
in 1905. This paper is entitled to a 

place on the Printers’ 

INK Roll of Honor 

and is the only one in 

the State of California en- 

titled to use the Guarantee 

Star, the meaning of 
which is expressed in the words 
that follow: 

The absolute correctness of the latest 
circulation rating accorded the Herald 
is guaranteed by the publishers of 
Rowell’s American Newspaper Direc- 
tory, who will pay one hundred dollars 
to the first person who successfully 
controverts its accuracy. 

No paper wil! venture to use this 
star without being absolutely certain 
that the accuracy of its circulation rat- 
ing will stand out bright and clear 
under the most searching investigation. 
Oakland, Times, morning: 

Copies printed: No complete and 
satisfactory circulation report has been 
supplied by this paper since 1895, and 
no report at all since 1903, but it has 
been credited with issuing more than 
2,500 copies from 1899 to and in- 
cluding 1905. 

Oakland, Tribune, evening and weekly: 

Copies printed: Daily, 8,838 in 1894, 

8,650 in 1899, 
9,952 in 1902, 
13,481 in 1905. 
The weekly edition had credit for issu- 
ing 5.775 in 1896, since which time it 
has furnished no report, but was be- 
lieved to print more than 1,000 in 1905. 
The daily edition is entitled to a place 
on the Printers’ INK Roll of Honor. 


Oakland, Co-operative Journal, weekly: 
Copies printed: Had credit for 7,666 
in 1902, was believed to print more 
than 4,000 in 1903, since which no re- 
port has been received, but was be- 
lieved to print more than 2,250 in 1905. 
Oakland, Industrial News. weekly: 
Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect, It 


has not since made any renewal of 
the claim. 
Oakland, Journal, weekly: 

Copies printed: feened an average 
edition of 1,085 copies in 1896, since 
which no report has been received that 
appeared to warrant giving it credit 
for so many as 1,000 copies, 
Oakland, Messiah’s Advocate, weekly: 

Copies printed: This paper had cre- 
dit for an issue of 1,950 in 1904, since 
which time it has not furnished a re- 
port, but was credited with printing 
more than 1,000 copies for the year 
1905. 

Oakland, O Arauto, weekly: 
Copies printed: 1,226 in 1900, 
1,019 in 1902, 
1,248 in 1904, 
1,222 in 1905. 
This paper is entitled to a place on the 
Printers’ INK Roll of Honor. 
Oakland, Reporter, weekly: 

Copies printed: This paper had credit 
for issuing more than 1,000 copies 
weekly in 1903, but has not since set 
up any claim for issuing so many. 
Oakland, Saturday Press, weekly: 

Copies printed: This paper had cre- 
dit for an average issue of 2,945 for 
the year 1895, but has not since 1896 
made and claim to issuing so many as 
1,000 copies, 

Oakland, Trades Union Herald, 
weekly: 

Copies printed: This paper had credit: 
for an average issue of 3,995 in 1903, 
since which time it has not furnished 
a report, but was credited with print- 
ing more than 2,250 copies for the 
year 1905. 

Oakland, Woodman Chips, monthly: 

Copies printed: This paper has 
never made a complete and satisfactory 
report, but had credit for issuing more 
than 1,000 in 1904 and again in 1905- 
Oroville, Mercury: 

Copies printed: The weekly edition 
of this paper had credit for issuing 
more than 1,000 copies regularly in 
the years 1895 and 1896, but has not 
since set up any claim for issuing so 
many. 

Pasadena, Evening Star: 

Copies printed: No definite and satis- 
factory circulation report ever came 
from this paper but it has had credit 
for issuing more than 1,000 copies in 
1903, 1904 and 1905. 

Pasadena, News, evening: 

Copies printed: This paper had cre- 
dit for issuing more than 1,000 copies 
regularly in the year 1903, but has not 
since set up any claim for issuing so 
many. 

Pasadena, Raven, monthly: 

Copies printed: 2,291 in 1901; 6,500 
in 1903, 10,000 in 1904. The statement 
submitted in 1904 was questioned by 
persons who claimed to be informed 
regarding the facts, and it seems prob. 
able that there is good ground for the 
doubts expressed, The general adver- 
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tiscr ought to satisfy himself as to the 

merits of this publication before con- 

tracting for advertising space in its 

columns. 

Petaluma, Courier, evening and 
weekly: 

Copies printed: For the year 1903 
the daily edition of this paper seemed 
to assert that it had an average issue 
exceeding 1,000 copies, but failed to 
furnish such definite information as 
would warrant the accordance of a 
rating to that effect. It has not since 
made any renewal of the claim. The 
weekly has never furnished any defi- 
nite and satisfactory report, but has 
been believed to issue more than 1,000 
copies in 1903, 1904 and 1905. 
Petaluma, Poultry Journal, weekly: 

Copies printed: This paper had credit 
for an average issue of 1,163 for the 
year 1903, but has not since made 
claim to issuing so many as_ 1,000 
copies. 

Pomona, Progress: 

Copies printed: The weekly edition 
of this paper has on three occasions 
indicated a desire to have credit for is- 
suing more than 1,000 copies 
regularly, but such definite information 
as would warrant such a rating has 
never been forthcoming since 1896. 
Pomona, Review, evening: 

Copies printed: 1,805 in 1904, 1,642 
in 1905. This paper is entitled to a 
place on the Printers’ Ink Roll of 
Honor. 

Red Bluff, News: 

Copies printed: The weekly edition 
of this paper had credit for issuing 
more than 1,000 copies in the year 1896, 
but has not since set up any claim for 
issuing so many. 

Red Bluff, People’s Cause: 

Copies printed: The wectkly edition 
of this paper has on two occasions in- 
dicated a desire to have credit for is- 
suing more than 1,000 copies. reg- 
ularly, but such definite information as 
would warrant such a rating has never 
been forthcoming. 

Redding, Searchlight, morning and 
semi-weekly: 

Copies printed: The daily edition of 
this paper had credit for an issue of 
1,188 tn 1902, since which time it has 
not furnished a report, but was credit- 
ed with printing more than 1,000 cop- 
ies for the year 1905. The _ semi- 
weekly had credit for an issue of 1,200 
in 1902, since which time it has not 
furnished a renort, but was credited 
with printing more than 1,000 copies 
for the year 1905, although the pub- 
lisher admits that he does not keep 
such records as would make it possible 
for him to prepare a definite and sat- 
isfactory statement of his actual issues. 
Redding, Mineral Wealth, monthly: 

Copies printed: This paper had credit 
for issuing more than 1,000 copies reg- 
ularly in the year 1904, but has not 
since set up any claim for issuing so 
many. 


Redlands, Facts, evening: 

Copies printed: This paper had cre- 
dit for an average issue of 1,456 in 
1903, of 1,447 in 1904, since which 
time it has not furnished a satisfactory 
report, but was credited with printing 
more than 1,000 copies for the year 
1905. 

Redlands, Citrograph, weekly: 

Copies printed: This paper had 
credit for an issue of 1,350 for th? 
year 1896, but has not since made 
claim to issuing sO many as_ 1,000 
copies. 

Redwood City, Democrat, weekly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but fa‘led to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made amy renewal of 
the claim. 

Riverside, Enterprise, morning and 
weekly: 

Copies printed: The daily edition of 
this paper had credit for an average 
issue of 1,873 in 1902, since which 
time it has not furnished a report, but 
was credited with printing more than 
1,000 copies for the year 1905. The 
weekly ed'tion had credit for an issue 
of 1,395 for the year 1896, but has 
not since made claim to issuing so 
many as 1,000 copies, 

Riverside, Press, daily; Press and 
Horticulturist, weekly: 
Copies printed: Daily 1,587 in 1902, 
2,158 in 1904, 
2,328 1n 1905, 
and the daily edition is entitled to a 
place on the Printers’ INK Roll of 
Honor, The weekly edition has on 
three occasions indicated a desire to 
have credit for issuing more than 
1,000 copies regularly, but such 
definite information as would warrant 
such a rating has never been forth- 
coming. 
Sacramento, Star, daily: 

Copies printed: This paper had cre- 
dit for an average issue of 2835 for 
the year 1903. Entitled to a place on 
the Printers’ INK Roll of Honor. 
Sacramento, Bee, evening: 

Copies printed: 7,334 in 1900, 

7,788 in 1901, 
7,724 in 1902, 
8,601 in 1903, 
10,825 in 1904, 
10,977 in 1905. 
This paper is ent‘tled to a place on the 
Printers’ INK Roll of Honor. 
Sacramento, Union, morning: 
Copies printed: 7,309 in 1900, 
7,270 in 1901, 
7,647 in 1902, 
7.139 in 1905. 
This paner is entitled to a nlace on the 
Printers’ INK Roll of Honor. 
Sacramento, Western Elk, monthly: 


Copies printed: For the year 1903 | 
this paper seemed to assert that it had ° 


an average issue exceeding 1,000 cop. 
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ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 


Sacramento, Missionary, quarterly: 

Copies printed: This paper had cre- 
dit for an average issue of 2,875 in 
1904, since which time it has not fur- 
nished a sat'sfactory report, but was 
credited with printing more than 2,250 
copies for the year 1905. 
Salinas, Monterey Co, 

weekly: 

Copies printed: For the year 1902 
this paper seemed to assert that it had 
an average issue exceeding 1,000 co”- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made ‘any renewal of 
the claim. 


San Bernardino, Sun, morning: 
Copies printed: For the year 1905 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but fa‘led to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. 


San Bernardino, Times-Index, evening: 
Copies printed: For the years 1903 
and 1904 this paper seemed to assert 
that it had an average issue exceeding 
1,000 copies, but failed to furnish such 
definite information as would warrant 
the accordance of a rating to that 
effect. It has not since made any 
renewal of the claim. 
San Diego, Evening Tribune: 
Copics printed: 3.009 in 1901, 
3-194 in 1904, 
3,308 in 1905. 
This paper is ent'tled to a place on the 
Printers’ Ink Roll of Honor. 
San Diego, Sun, evening: 
Copies printed: 2,624 in 
2,722 In 
2,737 in 
3,061 iN 1904, 
3,368 in 1905. 
This paper is entitled to a place on the 
Printers’ INK Roll of Honor. 
San Diego, Union, morning, 
and weekly: 

Copies printed: No detailed satisfac- 
tory report ever came for either edi- 
tion of these papers during the past 
ten years, but they have been generally 
credited with ed'tions exceeding 2.250 
daily, 2,280 Sunday and exceeding 
1,000 weekly. 


San Francisco, Bulletin, evening: 


Democrat, 


1901, 
1902, 
1903, 


Sunday 


Copies printed: 44,311 in 1900, 
48,410 in 1901, 
49,159 in 1902, 
51,552 in 1904, 
56,150 in 1905. 
‘ihis paper is ent'tled to a place on the 
Printers’ INK Roll of Honor. 
San Francisco, California Demokrat, 
morning and Sunday. California 
Staats-Zeitung, weekly: 


Copies printed: No detailed satis: 


for issuing 32,183 copies in 
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factory statement ever came for either 
ed'tion of these papers, but they have 
been generally credited with printing 
more than 2,250 daily, more than 2,250 
Sunday, and more than 2,250 weekly. 


San Francisco, Call, morning, Sunday 
and weekly: 

Copies printed: daily, 58,350 
62,031 
60,385 
61,034 
62,232 in 
62,941 in 
Sunday, 71,584 in 1902, 

82,015 in 1903, 

87.947 in 1904, 

88,813 1n 1905. 

No report has ever been obtained for 
the weekly, but it was credited with 
more than 1,000 copies in 1905. The 
daily and Sunday issues are entitled 


1900, 
1901, 
1902, 
1903, 
1904, 
1905, 


in 
in 
in 
in 


to be named on the Printers’ InK 
Roll of Honor. 
San Francisco, Chinese World, 
morning: 
Copies printed: No complete and sat- 
isfactory report has been obtained 


within ten years, but has been credited 
with issuing more than 1,000 copies 
since 1902. 


San Francisco, Chronicle, morning— 
including Sunday and weekly: 
Copies printed: In 1902 the state- 
ment of daily and Sunday issues was 
thought to be larger than facts would 
warrant, and an effort to investigate 
failed to produce a result calculated to 
remove the feeling of doubt, conse 
quently statements have not since been 
considered. The weekly had credit 
1901 and 
was thought to print more than 20,000 


in 1905. 
San Francisco, Chung Sai Yat Po, 
morning: 


Copies printed: This paper had cre- 
dit for issuing more than 1,000 copies 
regularly in the year 1903, but has not 
since set up any claim for issuing so 
many. 

San Francisco, Evening Post, daily and 
weekly: 

Copies printed: Credited with is- 
suing 19,054 daily in 1897 and 8,043 
weekly in 1896, since which time no 
detailed and satisfactory reports have 
been had, but the papers had credit 
for printing more than 7,500 da‘ly and 
more than 1,000 weekly in 190s. 


Francisco, Examiner, 
Sunday and weekly: 

Copies printed: These papers have 
generally made _ detailed satisfactory 
reports yearly since 1904, but did not 
do so for the year roos, but are cre 
dited with issuing for that year more 
than 75,000 copies daily and Sunday 
and more than 40,000 copies weekly. 
Douhtless a correct report would justi- 
fy higher figures. 
San Francisco, La Voce del Popolo, 
evening: 


Copies printed: This paper had cre- 


San morning, 
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dit for an issue of 4,500 in 1895, of 
more than 2,250 in 1900, since which 
time it has not furnished a complete 
and satisfactory report, but was credit- 
ed with printing more than 1,000 cop- 
ies for the year 1995. 


San Francisco, L’Italia, morning: 
Copies printed: This paper never 
furnished a definite and _ satisfactory 
statement of actual issues, but has been 
credited with issuing more than 2,250 
copies daily from 1898 to 1905 in- 
clusive. 


San Francisco, News, evening: 
Copies printed: 7,438 in 1904, 
17,313 In 1905. 
This paper is ent'tled to a place on the 
Printers’ INK Roll of Honor. 


San Francisco, Recorder, morning: 

Copies printed: This paper has 
never furnished a detailed and _ satis- 
factory report of its issues, but had 
credit for printing more than 1,000 
copies in 1903, 1904 and 1905. 

San Francisco, Argonaut, weekly 

Copies printed: Had credit for is- 
suing 15,165 average in 1902, since 
which no report has been received, 
but credited with issuing more than 
7,500 in 1905. 

San Francisco, A Uniao Portugueza, 
weekly: 

Copies printed: This paper had cre 
dit in 1903 for an average issue in 
excess of 1,000 copits, but kas not 
since made any renewal of the claim. 


San Francisco, Bien, weekly: 

Copies printed: This paper had credit 
for an average issue of 1,080 in 1898, 
of more than 1,000 copies in 1904, 
since which time it has not furnished 
a report, and was not credited with 
printing so many as 1,000 copies for 
the year 1905. 


San Francisco, Breeder and Sportsman, 
weekly: 

Copies printed: This paper has never 
furnished a definite and _ satisfactory 
report but has had credit for issuing 
more than 2,250 copies for the years 
1903, 1904 and 1905. . 
San Francisco, Butchers’ and Stock 

Growers’ Journal, weekly: 

Copies printed: This paper has never 
furnished a definite and_ satisfactory 
report, but has had credit for issuing 
more than 1,000 copies for the years 
1902, 1904 and 1905. 

‘San Francisco, California Christian 
Advocate, weekly: e 
Copies printed: 4,807 in 1901, and 
4,688 in 1902, since which it has not 
furnished any defin‘te and satisfactory 
report, but has credit for issuing more 

than 2,250 copies in 1905. 
San Francisco, California Fruit Grow- 
er, weekly: 

Copies printed: This paper has never 
furnished a definite and _ satisfactory 
repert but has credit for printing more 
than 1,000 copies since 1900, includ- 
ing the year 1905. 


San Francisco, California Volksfreund, 
weekly: 

Copics printed: 6,381 in 1895, since 
which it has not furnished any de- 
finite and satisfactory report, but has 
credit for issuing more than 2,250 
copies regularly in 1903, 1904 and 1905. 
San Francisco, Coast Seaman’s Journal, 

weekly: 

Copies printed: 4,617 in 1902, 

5,306 In 1903, 
6,740 in 1904, 
8,155 in 1905. 
This paper is entitled to a place on the 
Printers’ INK Roll of Honor. 
San Francisco, Deutsche Vereins- 
Zeitung, weekly: 

Copies printed: This paper has never 
furnished any definite and satisfactory 
report, but has credit for printing 
more than 1,0do0 copies for the years 
1903, 1904 and 1905. 

San Francisco, Dramatic Review and 
Music and Drama, weekly 


Copies printed: This paper "had credit 


for issuing more than 1,000 copies reg- 

ularly in the year 1901, but has not 

since sustained any claim for issuing 

so many. 

San Francisco, Grocer and Country 
Merchant and Tobacconist, weekly: 

Copies printed: This paper had credit 
for an issue of 2,500 for the year 
1894, but has not since made claim 
to issuing so many as 1,000 copies. 
San Francisco, Hotel Gazette, weekly: 

Copies printed: This paper had credit 
for issuing 5,200 regularly in 1899. 
It has not since registered any report, 
but was credited with printing more 
than i,000 copies in 1905. 

San Francisco, Labor Clarion, weekly: 

Copies printed: 9,985 in 1903, and 
11,426 in 1904, and credited with is- 
suing more than 7,500 in 1905. 

San Francisco, Leader, weekly: 

Copies printed: This paper has never 
filed any report, but has credit for 
issuing more than 2,250 regularly in 
1903, 1904 and 1905. 

San Francisco, Mining and Engineering 
Review, weekly: 

Copies printed: 8,999 in 1902 and 
11,558 in 1904 and credited with print- 
ing regularly more than 7,500 in 1905- 
San Francisco, Mining and Scient:fic 

Press, weekly: 

Copies printed: 9,310 in 1901, since 
which it has filed no report but was 
believed to issue more than 4,000 
copies in 1905. 

San Francisco, Mission Journal, 
weekly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but fa‘led to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 

San Francisco, Mission Mail, weekly: 

Copies printed; This paper had credit 
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for issuing more than 1,000 copies 
regularly in the year 1902, but has 
not since set up any definite and sat- 
isfactory claim for issuing so many. 
San Francisco, Monitor, weekly: 

Copies printed: 25,166 in 1901, since 
which it has not made any definite and 
satisfactory statement, but was credit¢d 
with issuing more than 17,500 in 1905. 
San Francisco, News Letter and Cali- 

fornia Advertiser, weekly: 

Copies printed: 16,692 in 1902, and 
18,753 in 1904, and credited with is- 
suing more than 17,500 in 1905. 

San __ Francisco, Organized Labor, 
weekly: 

Copies printed: 12,013 in 1902, since 
which it has not filed any statement, 
but is credited with printing over 4,000 
in 1905. 

San Francisco, Pacific, weekly: 

Copies printed: 2,721 in 1896, since 
which time it has not fil'd any definite 
and satisfactory report, but is credited 
with having printed more than 1,000 
copies in 1902, 1903, 1904 and 1905. 
San Francisco, Pacific Ensign, weekly: 

Copies printed: This paper had 
credit for an issue of 1,600 in 1901, 
since which time it has not furnished 
a report, but was credited with print- 
ing more than 1,000 copies for the year 
1905. 

San Francisco, Pacific Methodist Ad- 
vocate, weekly: 

Copies printed: For the year 1903 
this paper seemed to assert that it ! 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 

San Francisco, Pacific Oil Reporter, 
weekly: 

Copies printed: This paper had credit 
for issuing more than 1,000 copies reg- 
ularly in the year 1903, but has not 
since set up any claim for issuing so 
many. 

San Francisco, Pacific Rural Press, 
weekly: 

Copies printed: 8,861 in 1901, since 
which no definite and satisfactory re- 
port has been filed, but was credited 
(probably erroneously) with issuing 
more than 7,500 in 1905. 

San Francisco, Philosophical Journal, 
weekly: 

Copies printed: This paper had credit 
for an issue of 1,500 for the year 1902, 
but has not since made claim to is- 
suing sO many as 1,000 copies. 

San Francisco, Political Record, 
weekly 

Copies cetateds This paper had credit 
for an issue of over 1,500 in 1895 
and over 1,000 in 1896, since which 
it has filed no claim for printing so 
many as 1,000. 

San _ Francisco, Railway Employees’ 
Journal, weekly: 
Copies printed: This paper has never 


furnished a_ definite and satisfactory 

report, but has had credit for issuing 

more than 12,500 regularly in 1903, 

1904 and 1905. 

San Francisco, Retail Grocers’ Addo- 

cate, weekly: 

Copies printed: 4,480 in 1903 since 
which it has filed no report, but was 
credited with issuing more than 2,250 
copies regularly in 1905. 

San Francisco, Sloboda, weekly: 
Copies printed: This paper has 

never made a satisfactory report, but 

had credit for issuing more than 2,250 

in 1904 and more than 1,000 in 1905. 

San Francisco, Star, weekly: 

Copies printed: 9,851 in 1896, since 
which no definite and satisfactory re- 
port has been placed on file, but was 
credited with issuing more than 4,000 
regularly in 1903, 1904 and 1905. 
San Francisco, Tageblatt, weekly: 

Copies printed: 2,537 in 1904 and 
credited with issuing more than 1,000 
in 1905. 

San Francisco, Town Talk, weekly: 
Copies printed: 9,578 in 1901, 17, 
032 ‘in 1903, since which no report has 

been filed, but credited (probably 

erroneously) with issuing more than 

12,500 in 1904 and 1905. 

San Francisco, Trade Journal, weekly: 
Copics printed: 1,819 in 1900, since 

which time no satisfactory report has 

been filed, but credited with issuing 

more than 1,000 in 1904 and 1905. 

San Francisco, Vestkusten, weekly: 
Copies printed: 3,237 in 1902, and 

4,171 in 1905. This paper is entitled 

to a place on the Printers’ Ink Roll 

of Honor. 

San Francisco, Wasp, weekly: 

Copies printed: 16,024 in 1896, since 
which time no definite ang satisfactory 
report has been placed on file, but 
was believed to issue more than 4,000 
copies in 1902, 1903, 1904 and 1905. 
San Francisco, Western Outlook, 

weekly: 

Copies printed: For the year 1899 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 

San Francisco, Pacific Coast Appeal, 
semi-monthly: 

Cop‘es printed: Although this paper 
has never furnished a detailed and sat- 
isfactory statement it had credit for 
printing more than 1,000 copies in 
1903, 1904 and 1905. 

San Francisco. Pacific Coast Merchant, 

semi-monthly: 

Cones printed: Had credit for 8,200 
in r1oo1, since which no definite and 
satisfactory statement has been placed 
on file. but it was believed to print 
more than 2,250 in 1905. 

San Francisco, Adjuster, monthly: 
Copies printed: This paper had credit 
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for issuing more than 1,000 copies 

regularly in the years 1896 and 1898, 

but has not since set up any claim for 

issuing sO many. 

San Francisco, American Forester Re- 
view, monthly: 

Copies printed: 2,500 in 1902, and 
2,791 in 1904, and was credited (prob- 
ably erroneously) with issuing more 
than 2,250 in 1905. 

San Francisco, Bishop’s A. B. C. 
Guide, monthly: 

Copies printed: No definite and sat- 
isfactory statement was ever placed 
on file, but had credit for issuing 
more than 2,250 in 1904 and 1905. 
San Francisco, British Californian, 

monthly: 

Copies printed: 4,916 in 1899, since 
which no definite and satisfactory state- 
ment has been placed on file, but be- 
lieved to issue more than 1,000 copies 
in 1903, 1904 and 1905. 

San Francisco, California A. O. U. 
W., monthly: 

Copies printed: No definite and sat- 
isfactory statement from this paper 
was ever received, but it was thought 
to issue more than 2,250 in 1904 
and 1905. 

San Francisco, California 
Journal, monthly: 
Copies printed: 2,775 in 1901, 
2,866 in 1902, 
2,712 in 1904, 
2,660 in 1905. 
This paper is entitled to be named on 
the Printers’ INK Roll of Honor. 
San Francisco, Camera Craft, monthly: 

Copies printed: This paper has never 
furnished’ a definite and_ satisfactory 
circulation statement, but was credit«d 
with issuing more than 2,250 in 1903, 
1904 and 1905. 
San‘ Francisco, 

monthly: 

Copies printed: For the year 1902 
this paper seamed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. : 

San Franeisco, Coast Review, monthly: 

Copies printed: For the year 1899 
this paper seemed to assert that it had 
an average issue exceeding 1,000 con- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 

San Francisco, Dominicana, monthly: 

Copieg printed: This paper had credit 
for an average issue of 2,000 in 1901, 
since which time it has not furnished 
a definite and satisfactory report, but 
was credited with printing more than 
1,000 copies for the year 1905. 

San Francisco, Druids’ Magazine, 
monthly: 

Copies printed: This paper has never 


Medical 


Catholic Witness, 


furnished ae» definite and _ satisfactory 
report, but has had credit for printing 
more than 1,000 in 1903, 1904 and 
1905. 

San Francisco, 
monthly: 
Copies printed: 4,750 in 1900, 4,250 
in 1903, and 4,833 in 1904, and in the 
absence of any report was credited 
with printing more than 4,000 in 1905. 
San Francisco, Implement and Ve- 

hicle Record, monthly: 

Copies printed: On a report that was 
not definite and satisfactory this peri- 
odical was credited with printing reg- 
ularly more than 1,000 copi€s in 1905. 
San Francisco, Insignia, monthly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 

San Francisco, 
monthly: 
Copies printed: For the year 1896 
this paper had credit for an average 
issue exceeding 2,250 copies, but failed 
to furnish such definite information as 
would warrant the accordance of a 
rating to that effect. It has not since 
made any claim to issuing so many 

as 1,000 copies. 
San Francisco, Journal of Electricity, 
monthly: 

Copies printed: 2,687 in 1892, since 
which no detailed and satisfactory re- 
port has been furnished, but it had 
credit for printing more than 1,000 
copies in 1903, 1904 and 1905. 

San Francisco, Kingdom, monthly: 

Copies printed: This paper had credit 
for an average issue of 1,000 for the 
year 1904, but has not since made 
claim to issuing so many. 

San Francisco, Live Stock and Dairy 
Journal, monthly: 

Copies printed: 5,858 in 1904, and in 
the absence of any report had credit 
for printing more than 4,000 in 1905. 
San Francisco, New Age, monthly: 

Copies printed: This paper had credit 
for an issue of 3,000 in 1896, since 
which time it has not furnished a defi- 
nite and satisfactory report, but was 
credited with printing more than 1,000 
copies for the year 1905. 

San Francisco, New Occident, monthly: 

Copies printed: This paper had credit 
for an average issue of 1,787 in 1901, 
since which time it has not furnished 
a report, but was credited with printing 
more than 1,000 copies for the year 
1905. 

San Francisco, Now, monthly: 

Copies printed: 3,575 in 1903 since 
which no report has been filed, but 
credited with printing more than 1,000 
in 1905. 

San Francisco, Overland, monthly: 

Copies printed: 37,291 in 3902, and 


Human Nature, 


Insurance Sun, 
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80,000 in 1904. In the absence of any 

report it was cridited with printing 

more than 40,000 in 1905. 

San Francisco, Pacific Christian En- 
deayorer, monthly: 

Copies printed: This paper never 
filed a detailed satisfactory report, but 
had credit for issuing over 1,000 in 
1903, 1904 and 1905. 

San Francisco, Pacific Coast Journal 
of Homeopathy, monthly: 

Copies printed: This paper never 
filed a detailed and satisfactory report 
but was credited with issuing more 
than 1,000 in 1903, 1904 and 1905. 
San Francisco, Pacific Coast Wood and 

Iron, monthly: 

Copies printed: This paper never 
furnished a detailed satisfactory report, 
but had credit for issuing more than 
2,250 in 1905. 

San Francisco, Pacific Dental Gazette, 
monthly: 

Copies printed: For the year 1901 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal ot 
the claim. 

San Francisco, Pacific Hardware Jour- 
nal, monthly: 

Copies printed: This paper never 
made a detailed and satisfactory re- 
port, but had credit for issuing more 
than 2,250 in 1903, 1904 and 1905. 
San Francisco, Pacific Medical Journal, 

monthly: 

Copies printed: This paper had credit 
for an average issue of 2,500 1n 1898, 
since which time it has not furnished 
a detailed and satisfactory report, but 
was credited with printing more than 
1,000 copies for the year 1905. 

San Francisco, Pacific Miner, monthly: 

Copies printed: This paper had credit 
for an average issue of 3,308 in 1902, 
of 4,389 in 1903, since which time it 
has not furnished a detailed and sat- 
isfactory report, but was credited with 
printing more than 2,250 copies for the 
year 1905. 

San ___ Francisco, 
monthly: 
Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 con- 
ies, but fa‘led to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 

the claim. 
San Francisco, Pacific Wine and Spirit 
Review, monthly: 

Copies printed: This paper had credit 
for an average issue of 1,666 in root, 
since which time it has not furnished 
a report, but was credited with print- 
ing more than 1,000 copies for the 
year 1905. 

San ___ Francisco, 
monthly: 

Copies printed: 92,042 in 1903, since 


Pacific Unitarian, 


Pacific Woodman, 


which time its reports have not been 
defin'te and satisfactory, but was cre- 
dited with issuing more than 75,000 in 
1904 and 1905. 
San Francisco, Rescue, monthly: 
Copies printed: 3,000 in 1900, since 
which time its reports have not been 
definite and satisfactory, but was creé- 
dited with issuing more than 1,000 
in 1904 and 1905. 
San‘ Francisco, 
monthly: 
Copies printed: 19,916 in 1903 and 
48,916 in 1904. In the absence of any 
definite and satisfactory report it was 
credited with issuing more than 40,000 
in 1905. 
San Francisco, 
mon ° 
Copies printed: 22,511 in 1903, 
25,500 in 1904, 
36,083 in‘1905. 
This periodical is entitled to a place on 
the Printers’ Ink Roll of Honor. 


San Francisco, Western Journal of 
ducation, monthly: 

Copies printed: This paper had credit 
for an average issue of 5,833 in 1897, 
since which time it has not furnished 
a definite and satisfactory report, but 
was credited with printing more than 
1,000 copies for the year 1905. 


San Francisco, Wholesalers’ and Re- 
tailers’ Review, monthly: 

Copies printed: 3,738 in 1901, and 
4,112 in 1902, since which time its 
reports have not been definite and 
Satisfactory, but was credited with is- 
swing more than 2,250 in 1905. 

San Francisco, Pacific Churchman, bi- 
monthly: 

Copies printed: Average issue 1,427 
in 1905. This publication is entitled 
tto a place on the Printers’ Ink Roll 
of Honor. 


Sunset Magazine, 


Western Field, 


San Francisco, Impressions, quarterly: 

Copies printed: 3,000 in 1902, since 
which time its reports have not been 
definite and satisfactory, but was be- 
lieved to issue more than 1,000 in 1905. 


San Francisco, Water and Forest, 
quarterly: 

Copies printed: This periodical had 
credit for issuing more than 1,000 cop- 
ies regularly in the year 1904, but has 
not since set up any claim for issuing 
so many. 


San Jose, Evening News: 

Copies printed: Not supposed to 
average 1,000 copies. The publisher 
expresses himself dissatisfied with the 
rating accorded, but unwilling to fur- 
nish information that would substan- 
tiate a higher rating. 


San Jose, Mercury, morning; Herald, 
evening; Mercury-Herald, Sunday: 
Copies printed: Combined average 
morning, evening and Sunday, 
10,338 in 1904, 
10,824 in 1905. 
This naper is entitled to be named on 
the Printers’ INK Roll of Honor, 
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San Jose, California Elk, monthly: 

Copies printed: This paper had credit 
for an average issue of 1,676 in 1903, 
since which time it has not furnished 
a report, but was credited with print- 
ing more than 1,000 copies for the year 
1905. 

San Jose, Fanciers’ Monthly: 

Copies printed: This paper had credit 
for an issue of 2,400 in 1894, since 
which time it has not furnished a 
definite and satisfactory report, but was 
credited with printing more than 1,000 
copies for the year 1905. 


San Jose, Town and Country, monthly: 
Copies printed: 6,135 in 1903 and 

9,125 in 1904. In the absence of a 

report was credited with printing more 

than 7,500 copies in 1905. 

San Luis Obispo, Breeze: 

Copies printed: The semi-weekly edi- 
tion of this paper had credit for an 
average issue of 1,575 for the year 
1899, but has not since made claim 
to issuing so many as 1,000 copies. 
San Pedro, Times: 

Copies printed: The weekly edition 
of this paper for the year 1900 
seemed to assert that it had an average 
issue exceeding 1,000 copies, but failed 
to furnish such definite information as 
would warrant the accordance of a rat- 
ing to that effect. It has not since 
made any renewal of the claim. 


Santa Ana, Blade: 

Copies printed: For the year 
1903. the weekly edition of this 
paper seemed to assert that it had 
an average issue exceeding 1.000 cop- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 


Santa Barbara, Morning Press: 
Copies printed: For the year 1903 
the daily edition of this paper seemed 
to assert that it had an average issue 
exceeding 1,000 copies, but failed to 
furnish such definite information as 
would warrant the accordance of 4 
rating to that effect. It has not since 
made any renewal of the claim. 


Santa Cruz, Sentinel, morning: 

Copies printed: This paper had credit 
for an issue of 1,080 for the year 
1903, but has not since made a definite 
and satisfactory claim to issuing so 
many as 1,000 copies. 


Santa Cruz, Surf: 

Copies printed: For the years 1902 
and 1903 the daily edition of this paper 
seemed to assert that it had an average 
issue exceeding 1,000 copies, but failed 
to furnish such definite information as 
would warrant the accordance of a rat- 
ing to that effect. It has not sincé 
made any renewal of the claim. 


Santa Rosa, Press Democrat, daily and 
semi-weekly : 

Copies printed: For the year 1900 

the daily edition of this paper seemed 


to assert that it had an average issue 
exceeding 1,000 copies, but failed to 
furnish such definite information as 
ewould warrant the accordance of a 
rating to that effect. It has not since 
made any renewal of the claim. 
‘lhe week-y edition has made no defi- 
nite and satistactory statement since 
1898, when it printed 2,420 copies. If 
was bel.eved to issue more than 1,000 
in 1905. 
Santa Rosa, Republican, evening and 
semi-weekly: 
Copies printed, Daily 1,250 in 1899, 
1,177 in 1905. 
The semi-weekly edition of this paper 
had credit for an average issue of 1,650 
in 1896, since which time it has not 
furnished a definite and_ satisfactory 
report, but was credited with printing 
more than 1,000 copies for the year 
1905. The daily edition of this paper 
is entitled to a piace on the PrinTERS’ 
InK Roll of Honor. 


Stanford University, Stanford Alum- 
nus, monthly: . 

Copies printed: 1,000 was the aver- 
age issue for 1905. ‘ihis periodical is 
entitled to a place on the PriInTeErRs’ 
Ink Rol of Honor. 

Stockton, Evening Mail, daily and 
weekly: 

Copies printed: Daily 3,390 in 1896, 
since which time no definite and sat- 
isfactory statement has been obtained, 
but it was believed to issue more 
than 1,000 in 1905. The weekly edi- 
tion had credit for 3,494 in 1896, since 
which it has registered no claim at all, 
but was credited (probably erron- 
eously) with more than 1,000 in 1904 
and 1905. 

Stockton, Independent, morning and 
weekly: 

Copies printed: The daily edition of 
this paper had credit for an average 
issue of 3,120 in 1896, since which 
time it has not furnished a report, but 
was credited with printing more tharr 
1,000 copies for the year 1905. The 
weekly edition had credit for an av- 
erage issue of 2,776 in 1896, since 
which time it has not furnished a re- 
port, but was credited with printing 
more than 1,000 copies for the year 
1905. 
Stockton, 

weekly: 

Copies printed: 2,932 actual average 
daily in 1905. The semi-weekly for 
the year 1904 seemed to assert that 1t 
had an average issue exceeding 1,000 
copies, but failed to furnish such defi- 
nite information as would warrant the 
accordance of a rating to that effect. 
It has not since made any renewal ot 
the claim. The daily edition is entitled 
to a place on the Printers’ Ink Roll 
of Honor. 


Stockton, News-Advocate, weekly: 
Copies printed: Actual average 5,809 

for 1905. Is entitled to a place on the 

Printers’ INK Roll of Honor, 


Record, daily and_ semi- 
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Suttercreek, Amador Co. Record, 
weekly: 

Copies printed: For the year 1899 
this paper seemed to assert that it had 
an average issue exceeding 1,000 con- 
ies, but fa‘led to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 

Ukiah, Dispatch-Democrat, weekly: 

Copies printed: For. the year 1903 
this paper seemed to assert that it hau 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information’ as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 

Vacaville, Reporter, weekly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but fa‘led to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 

Ventura, Free Press, weekly: 
Copies printed: 1,524 in 1897, 
1,630 in 1902, 
2,128 in 1905. 
The weeniy edition of this paper is 
entitled to a place on the PRINTERS’ 
Inx Roll of Honor. 
Visalia, Morning Delta: 

Copies printed: The weekly edition 
of this paper has on three occasions 
indicated a desire to have credit for 
issuing more than 1,000 copies 
regularly, but such definite information 
as would warrant such a rating has 
never becn forthcoming. 

Watsonville, Register, morning: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but fa‘led to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 
Woodland, 

weekly: ni 

Copies printed. The weekly edition 
of this paper had credit for an average 


Democrat, evening and 


issue of 1,171 for the year 1896, but 
has not since made any detailed and 
satisfactory claim to issuing so many 
as 1,000 copies, 

Yreka, Journal, weekly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cOp- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 

Yreka, Siskiyou News, weekly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 cop- 
ies, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect. It 
has not since made any renewal of 
the claim. 


It is not supposed that any Cal- 
ifornia paper not named in the list 
printed above makes any claim, or 
has during the past ten or twelve 
years made any claim to issuing 
regularly as many as 1,000 copies. 





EXHIBIT OF ELECTRIC ADVER- 
TISING. 

In connection with the convention of 
the National Electric Light Association 
at Atlantic City, in June, it is pro- 
posed to repeat on a more extensive 
scale the exhibit of central station ad- 
vertising that was given with so much 
success last year at Denver ‘for the first 
time. It is proposed to divide the ex- 
hibit into two sections, one showing 
the work done by the larger companies 
which maintain their own force for 
such work and issue and prepare their 
own bulletins, and the other bulletins 
and ‘material furnished by the new 
concerns that have sprung up lately to 
supply the smaller stations with this 
class of ‘matter, many of which have 
already done very effective work. In 
addition to this a display will be made 
of posters, large newspaper advertising 
and the original drawings and sketchcs 
employed in the bulletins.—Electric Re- 
view. 




















@ Has a greater circulation 
! and brings better returns 

than any other medium in Kane 

County, 

¢ The people like The Beacon 
‘| because it “ plays fair.” 

q Rate Card and other infor- 

mation on request. Rates 
will soon advance. 





C2 Aurora Daily Beacon 


Aurora’s Foremost Newspaper. 





q Payne & Young, Special 
'' Representatives: 750 Mar- 

quette Building, Chicago; 510 

Poiter Building, New York. 


@ Aurora Beacon Publishing 
: Company, Pyblishers, Aur- 
ora, Illinois. 











PRINTERS’ INK. 








The fact that THe Patrern 
Pus.ications will not accept ad- 
vertising that is competitive with 
the interests of the mercharits who 
sell Zhe Ladies Home Fournal 
Patterns makes space in these 


publications of peculiar value to 


advertisers who can buy it. 


THE PATTERN PUBLICATIONS are as follows: 
The Monthly Style Book, rate, $1,400 per page ; 
The Quarterly Style Book, tate, $300 per page; 
The Buyers’ Guide Book, rate, $50 per page— 
700 agate lines to the page. Circulation over 


one million in one thousand towns. 


PUBLISHED BY 


THE HOME PATTERN COMPANY 


Sole Manufacturers and Distributors of 
THE LADIES’ HOME JOURNAL PATTERNS 


134 WEST 25TH STREET, NEw YorK. 


JEFFERSON THOMAS, Manager of Advertising. 














